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What’ll they think of next... 














Look at all the things your customers can do with DAP 
Rope Caulk! No tools needed! Just press into place with 
fingers to stop air, water and heat leaks. 


Now look at the counter display that shows and sells all 
Rope Caulk uses. Colorful. Self-serve. Holds ten DAP 
Rope Caulk rolls. Builds impulse buying in your store. 


Why should you stock and sell DAP Rope Caulk over 
other brands? Because DAP pre-sells millions with the 
industry’s biggest national advertising programs in POST, 
POPULAR MECHANICS, POPULAR SCIENCE, 
SUNSET and other leading magazines. And you get 
this same advertising support for DAP Spackling, Caulk- 
ing, Glazing and Sealing compounds, too! 


You get plenty of in-store selling help, too—merchandis- 
ing racks, counter displays, and promotion kits including 
posters and give-away DAP folders. 





ORDER FROM YOUR DAP WHOLESALER TODAY! 


) Now the full DAP line includes DURATITE <n products. 
oO 

F WOOD DOUGH + SURFACING PUTTY * WHITE GLUE 

eS HOUSEHOLD CEMENTS ¢ METAL FILLERS * PORCELAIN GLAZE 


DAP inc., General Offices, Dayton 31, Ohio LIQUID SOLDER AND OTHER FINE PRODUCTS 
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BACKS YOU WITH THE BIGGEST PROMOTION IN TRANSLUCENT PANEL HISTORY 


Yes, this is Alsynite’s big year—and it should be yours, too. If you already handle Alsynite, you know that this premium 
quality translucent plastic panel is the finest of its kind—the first and preferred building panel with do-it-yourselfers, residen- 
tial and industrial contractors. If you don't stock Alsynite, now is the time to investigate. For this year Alsynite backs you 
with the biggest, most powerful advertising promotion in the history of the field. Month after month, your customers will see 
the Alsynite story in dramatic, colorful advertising in major national magazines like LIFE. Those highlighted above are only 
a few. In addition Alsynite provides its dealers with point-of-sale aids and a complete free merchandising and sales-aid kit 
to help you close sales on the spot. If you haven't yet learned the details of the Alsynite program and the way it can lead 
you to increased profits, mail the coupon below today. Move out front with Alsynite in 1961! 


ALSYNITE, San Diego 9, California 
Attention Dept. AL-1061: 
[| Please send me more details on Alsynite’s Promotional 


@ 
Program 
[|] Have an Alsynite Distributor call on me. 
—_ >» Name__— RE RAE re 
in Wi 
RG } in... nehensia pea eo 


TRANSLUCENT PANELS 
Address 


A DIVISION OF REICHHOLD CHEMICALS, INC. 
| IT Rt MN 
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incomparable Qualiiybilt G Way windows... 


Take a good look through the handsomest, most 


popular window line available . . . Qualitybilt 4-Ways! 
Right at home in any architectural situation, these 
versatile units perform flawlessly as Awning, Hopper, 
Casement, or Fixed windows; fit any type of wall con- 
struction. Styled for modern living ... crafted for a 
lifetime of service in the famous Qualitybilt tradition, 


yet priced for modest budgets. 


Sy: a Oe a A ee © Oe © <0 no CO Ol © EE OU - RU on Um a om) a7 
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Rental Tool Department Helps Sell Home Improvement Jobs—page 53 


EDITORS’ VIEWPOINT page 7 NEW SALES AIDS page 56 
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COMING EVENTS 


Oct. 25—Fall meeting of softwood window, sash, door 
and frame manufacturers, Knickerbocker Hotel, Chi- 
cago 


Oct. 26-27—Fall meeting of hardwood door manufactur- 
ers, Knickerbocker Hotel, Chicago 
Nov. 4-7—NRLDA, McCormick Place, Chicago 
Nov. 9-11—National Building Material Distributors 
Assn., Palmer House, Chicago 
Nov. 28-30—Building Research Institute’s 1961 Fall 
Conferences, Mayflower Hotel, Washington, D. C. 
Dec. 3-7—National Assn. of Home Builders, McCormick 
lace, Chicago 
Dec. 10-16 and 
~~ 3 og oar Training Schools, Caril- 
on Hotel, Miami ac ccpoalatia ; ’ . 
Jan. 31-Feb. 2—Home Improvement Products Show DSC” means Dealer Sales Control, a phrase coined by this 
Cobo Hall, Detroit magazine to focus attention on the most profitable business 
methods used today by dealers and wholesalers. It is one of 
the permanent management principles which guide the edi 
’ . ° 
WHAT’S COMING IN YOUR NOV. 6 BMM tors in reporting and interpreting industry trends. 
; pte pe 4 eee tae field staff: Controlling the sale at dealer level can stem from land con 
— AND A test facts and figures from i i i s i] 
Sin anil PS wad comeaiteeel deolece trol, prefabing, financing, Home Center stores, strong retai 
_SHELL HOMES. Pic gS og advertising, installation services, sales of new homes or re 
sold with highway aie modeling packages to builders or consumers. 
—PREFAB COMPONENTS. Examples of new floor- DSC means product brands and specifications controlled by 
ing system, prefabed plumbing core, prebuilt the dealer 
farm structures and new partition system available 
for dealer fabrication. 
-MATERIALS HANDLING. New ideas and delivery 
equipment 


Building Materials Merchandiser is published every other Monday by Vance 

blish ap E. Monroe St., icago 3, Ill. Subscriptions: one year, U.S 
and Canada, (26 issues); $8 for two years; $10 for three years. Foreign, $20 
for one year. Single current copy, 50¢. Back copies, $1 except Buying and Product 
Data File which is $2. Entered as second class matter October 2, 1946 at the Post 
Office at Chicago, Ill, under the Act of March 13, 1879. Copyright © 1961 by 
Vance Publishing Corp. 
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NOW THE POPULAR FERRY- 
MORSE GRO-KIT AND PACKET 
SEEDS GO NETWORK TV ON 
THE TODAY SHOW (NBC) 














Want big profits from a small space . . . in a short 
selling season? That's what Ferry-Morse Garden 


iy NBC’S “TODAY” SHOW WITH JOHN CHANCELLOR 
Products Division gives you. It’s the nation’s ™ —OVER 147 STATIONS 


best-known seed line . . . with original money 
back guarantee on seed packets . .. and promoted — REACHING APPROXIMATELY 
for you at gardening time on the popular TV be q 35,000,000 HOMES 


Today Show. Experience proves Ferry-Morse Be 
products combine high profit with established '» DURING OUR 


product appeal. You can’t miss! “ie. CAMPAIGN .& 


NEW FERRY-MORSE GRO-KIT—These 
tested, proved indoor and outdoor plant starters 
are sure-fire impulse sales items. Each GRO-KIT 
ontains a planter, enriched planting material, 
and a packet of seeds... . easy to plant, sure to 


grow. Regular Ferry’s guarantee on seeds applies. SEE YOUR LOCAL 3 
FERRY’S SEEDS—Compact, attractive dis- a TV LISTINGS 
plays hold a complete selection of flower, vege FOR TIME AND STATION 


table and herb seeds. Line includes both regular 
and giant-size packets. You pay only for what 
you sell—after the season is over! 


Watch for other Ferry-Morse home and garden FERRY abs sg 2 ; Mi ORSE 
products that are sure to make profits grow! < 


SEED CO. 
Write to Ferry-Morse Seed Co., Fulton, Ky., for additional information! 
Fulton, Ky. © Mountain View, Calif. 
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THE EDITORS’ VIEWPOINT 


A Threat—Or an Example? 


This editorial pertains to the article on page 24 of this issue. 
We suggest you read the article first, then return to these 
comments. 


E CAN TELL YOU, without a doubt, that the publication of the 

United Wholesale Building Supply Co. report in this issue will 
raise the eyebrows of many BMM readers—particularly those north- 
eastern building materials dealers and others who are feeling the 
competitive pressures of the aggressive United organization. 

United calls itself “wholesale” but sells only to builders—small and 
medium-sized contractors. In contrast, most of our dealer readers 
regard such sales as a “retail” function. 

Inevitably, we will receive some caustic comment for publishing 
the facts on United—as if we, the editors, pinned the wholesale label 
on the company. 


Actually, the problem posed by firms such as United is not the 
label of wholesale. vs. retail. President Milton Velinsky of United 
simply feels that a sale to a builder is a wholesale sale; builders, he 
explains, sell retail to homeowners. 

If you don’t like this interpretation, simply regard United as a re- 
gional retailer. The difference is one of semantics. 


HAT IS REALLY IMPORTANT for dealers and wholesalers in 

the United story is that this firm has injected some powerful, or- 
ganized “hard sell” into the builders’ hardware and building specialty 
business. The company has a clear-cut sales policy to small and medium 
sized builders, and creates a constant promotional and service barrage 
to get the business. . 


That is why United’s creative salesmanship can be a threat to every 
company which sells to builders in its area. 


But United can also be an example—a lesson in merchandising. 


BMM’s 8-page report tells why and how the fledgling New Jersey 
company has grown so fast. The point to remember is that every 
idea used by United can ALSO be used by ANY building materials 
merchandiser. 


Any distributor who waits for builders to order what they want (not 
what the dealer wants to sell) can learn from United’s example of 
going out after business and selling what United wants to sell. 

Many dealers say to our editors: “We wait until builders demand a 
new product; we cannot afford to promote something they don’t want.” 
In contrast, merchandisers such as United say: “We select new products 
which builders can ‘romance’ to homeowners—and we persuade the 
builders to sell it, at a profit to both of us.” 


OBODY KNOWS whether the United firm can sustain its phenom- 
enal pace set during its first year, with sales going at an annual 
rate of $242 million. There are undoubtedly some dangers ahead. For 
example, contractors are, by tradition, slow payers, as many dealers 


(continued on page 8) 





‘Here's a book amt 
I think you ra 
should have.” 


“It is 99 Ways to Sell at a Profit 
Against Cut-Price Competition, in- 
cluding What to Answer When the 
Buyer Says ‘Your Price is Too High’.” 


$0¢ 
99 Ways To Sell At A Profit 


Against Cut-Price Competition 


eesivcs 
AMERICAN LUMBERMAN 


Tells you how to set up a profitable 
price structure to start with; how to 
quote price; how to get the facts with 
which to sell him from a buyer; how 
to sell quality over price; what to do 
about competition and the recipe for 
profit and how to use it. 


Also, tested selling sentences to con- 
vince buyers that your price is the 
right price; tested selling sentences 
that sell quality and value and tested 
selling sentences for when the compe- 
tition really gets tough. 


Prices: one copy 50 cents; 2 to 5 
copies 45 cents each; 6 to 10—40 cents 
each; 11 to 50—35 cents each; 51 to 100 
copies 30 cents each. 

To order simply fill out the coupon 
below and send it, together with your 
check or money order, today. Do it now 
while you are thinking about it! 


Fees es eSB SSS SSS = = 


BUILDING MATERIALS MERCHANDISER 
59 East Monroe Street 
Chicago 3, Illinois 


Send me . copies of “99 Ways 
to Sell at a Profit Against Cut-Price 
Competition."” Money to cover is en- 
closed. 


Noame__ — 
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A Threat—Or an Example? 


(begins on page 7) 








will testify; collections on a regional basis could be increasingly difficult 


Maybe even a greater brake on accelerating firms such as United 
will be stepped-up merchandising by building materials dealers and 
wholesalers. 


Component fabrication is placing many lumber dealers in control of 
complete house packages. The dealer who sells a structural package 
of materials can easily include all of the builders’ hardware and 
products sold by specialty merchandisers such as United Wholesale 
It is our guess that the New Jersey firm, in fact, might cause many 
eastern dealers to finally adopt “DSC” (Dealer Sales Control) methods 
which put dealers in control of product specifications, as described on 
page 5 of each issue of this magazine. 


Independent home manufacturers, too, are gearing up for expansion. 
getting set to line up more franchised dealer-builders and control prod- 
uct specifications. 


Big cash-and-carry yards will also learn the merchandising tricks 
of firms such as United. These cash outlets generally sell to small 
and medium-size builders—the same customers solicited by United 
Wholesale. The cash firms may swing toward service if competition 
demands such a change. 


Also, those manufacturers and wholesalers who maintain a 100% 
dealer sales policy might be moved by United’s success to work 
more closely with selected retailers. They could create more promo- 
tional material and “specials” on high-margin hardware and specialties 
—merchandising devices by wholesalers for dealers long advocated by 
this magazine. 


E ARE WITNESSING TODAY a revival of competitive Amer- 

ican private enterprise. In the face of specialty firms such as 
United, prefab home manufacturers and cash-and-carry retailers. 
every conventional supplier to builders must appraise his business and 
change tactics, if necessary, to stay competitive. 


Perhaps the social theorists who believe that private enterprise is 
“rigged”, that competition is dead, should get out of their ivory towers 
and examine the building products distribution industry today. A 
good beginning would be to visit the areas being attacked by United 
Wholesale Building Supply Co.—a merchandiser which can be both a 
threat and an example to hundreds of dealers and wholesalers in its 
marketing scope. 


THE EDITORS 


Correction, Please! 


In our October 9th editorial, “Profits by Type of Customer,” we men 
tioned the profit to net sales (after taxes) in 1960 for member com 
panies of the Lumber Trade Assn. of Greater Chicago. The figures 
published should have read before income taxes. not after taxes. 
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RAISE YOUR SIGHTS FOR NEW CONSTRUCTION IN 1962, SAYS A LEADING HOUSING 
ECONOMIST. Robinson Newcomb is the first expert to stick his 
neck out in a housing prediction for next year. He expects a 
substantial rise to 1,450,000 homes in 1962. 





This compares with less than 1,300,000 expected to be built this 
year. Newcomb's figure is near the high level achieved in 1959. 


Low-cost homes, including shell housing, will continue tc 
increase in 1962 and beyond, Newcomb says. 








New markets will also result from demolition of existing units 
to make way for urban renewal projects, which will be 
increasing next year, he points out. 


If money or credit does not become tight, Newcomb feels that we 
could be building at the rate of 1,500,000 units before the 
end of 1962! 








ANOTHER MAJOR BUILDING MATERIALS MANUFACTURER IS DEVELOPING SHELL HOUSING 
PROGRAM. According to current plans, the producer will 
furnish lumber and building materials dealers promotional 
material on shells, model home plans, instruction books on 
Selling shell homes, banners, co-op ads and financing. 





Interest of manufacturers in this market stems from 
activity of Institute for Essential Housing, part of 
Certain-teed Corp. 


30 MODEL LOW-COST HOMES WERE UNVEILED IN SAN ANTONIO, TEX. THIS MONTH, a 
unique project sponsored by the City of San Antonio and the 
local Home Builders Assn. 


Each home has at least 800 square feet, will retail for $7,000 
or less. 


Components are used in some of the homes. For instance, 
Lock=Deck glued Southern Pine lumber products from Potlatch 
Forests were used for exterior and interior walls and roof of 


one house. 


SMALL TOWN LUMBER DEALERS WAKING UP TO VALUE OF PROMOTION AND ADVERTISING. 
Outstanding examples are dealers who have used Truckload Sales 
promotion this fall, sponsored by Wepco line of aluminum 
combination windows, doors and siding. 





Example: Arnold Lumber Co., Kirksville, Mo., sold $2,500 
worth of aluminum doors and windows as a result of a one-day 


(turn page for continuation) 
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truckload sale—8 a.m. to 6 p.m. 


Another example: Spahn & Rose Lumber Yard in LaPorte City, Iowa 
(pop. 1,770), staged a key promotion and truckload sale. 

Result —295 aluminum combination windows and 26 doors were 

sold, plus $3,200 in other items and an $1,800 remodeling job!.. 











Hundreds of other small-town dealers are reporting similar 
promotion results. It proves that no matter how limited a 
market, there is unlimited potential for home improvement 
products. 


PRESIDENT KENNEDY PLANS TO REDUCE TIME LAG IN URBAN RENEWAL PROJECTS. 
Milton P. Semer, FFHA general counsel, says that the time lag 
between conception of an urban renewal project and the actual 
start is now 18 months. 


To speed these programs, local public agencies can now obtain 
Federal loans in the planning stage so that first and second 
appraisals of properties to be acquired can be made then, 
Semer said. 


He cautioned, however, that the Administration will not provide 
funds before a local public agency has "community consent." 


SAFETY RECOGNITION OF MODERN WOOD SCHOOLS HAS. BEEN RECOGNIZED by the 
Texas State Board of Insurance in the form of a 20% reduction 
in fire insurance rates. 


According to notice received by the Texas Lumberman's Insurance 
Committee, the reduction is to be effective for at least a 

full year. It will apply to areas where outstanding safety 
records have been compiled over a five-year period. 





The Texas move will be a boon for lumber dealers. It is a 
result of an intensive campaign conducted by the dealer 
committee in the state. 








Latane' Temple, chairman of TLIC, said: "Experience has proved 
that modern wood schools can be built at a cost fully one-third 
to one-half less than that of more conventional types." 





Recent tests at the Southwestern Research Laboratory 
established fire safety for modern wood schools. Also, the 
Texas committee points out that the Federal Government's 
Forest Products Laboratory issued this statement: "In the 
event of fire, heavy timber construction has a tremendous 


advantage over exposed steel." 





MAJOR STEEL BUILDING PRODUCT COMPANY SWITCHES FROM DIRECT SALES TO 
DISTRIBUTORS. Fenestra, Inc., Detroit, has announced a major 
marketing realignment. 


Fenestra's door division is now selling its product through 

distributors and agents exclusively. The hollow metal doors and 
closet doors will eventually be sold by 720 distributors in some 
683 cities. 
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STRAPPING PERMITS CERTIFICATION 


PACKAGED PLYWOOD S 


Plywood Products Corp. of Corvallis, Ore. 
is one of a growing number of producers that 
are strapping plywood for greater shipping 
safety and handling convenience. This firm 
actually certifies that every step has been taken 
to secure shipments against damage. Their plywood panels 
can’t shuffle or shift during transit and handling—they’re 
packaged and braced with Acme Steel Strapping. Damage- 
free arrival condition eliminates downgrading. Strapped 
packages can be unloaded mechanically and trucked to 
storage 25% faster . . . tiered higher than loose panels. 


IDEA LEADER IN 


sia STRAPPING 


STEEL 


HIPMENTS 


Moreover, strapped into standard units, packaged plywood 
panels can be tallied quicker—with less chance of error. 
And naturally, consumers appreciate neat “packaged”’ ap- 
pearance. 

Ask your Acme Idea Man how steel strapping can serve 
you on the shipments you receive—and on those you send. 
Or, return the coupon. 


Acme Steel Products Division, ACME STEEL COMPANY 
Dept. BIS-101, 135th St. & Perry Ave., Chicago 27 

Please send details on how Acme Steel Strapping is pro- 
moting safety and savings for plywood dealers. 
i Se Pe: 


Title 


Firm... 
Address____ 


Zone___State 
Circle No. 5 on Handy Cover Card 


City 
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INCOM- 
Style | BUSTIBLE 


for stylish trade-ups— 
hot item for over-the-counter has unbeveled edges for the mineral composition meeting 
and installed sales smart, monolithic ceiling look light-commercial fire codes 


Model Home, Fred Garling Bldr., Detroit 


ANOTHER CEILING FIRST FOR YOU: ARMSTRONG FASHIONTONE. A high-style 


fissured design in a T & G incombustible mineral fiber tile. Suggested retail price 65¢ 
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NEW CHANCE 
FOR PROFITS 


) the light-commercial 


store and office market 





Aidddidial 











HUMIDITY 


Fashiontone, so you 
for baths, kitchens 


doesn't bother 
can sell it 
Marblehead Neck, Mass 


ie helaal: 


VERY BIG 
ON TV 


this fall—Armstrong Circle Th 
beginning September 13 


eatre, 


Selling t ry n prespects 





FASHIONTONE IS A TRADE-MARK OF ARMSTRONG CORK COMPANY, 


square foot, for big profits on every job. 12”x 12” x 5/8”, 32 sq. ft. per carton. Your 


wholesaler’s ready to deliver today. 
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Our Springfield Store 








wo 


= 59: 


ALL AMERICAN TOOL SALE 


16-OZ. WOOD HANDLE 


HAMMER 99c 


PINCH $ 
BAR 


7-Pc. Screw Driver Set 59¢ - 4-Pc. Chisel Set 59c - Combo Square 59c 


COPING SAW 79 
WITH BLADE 
16” TOOL 
BOXES. 


199 








ck & Decker 6/2” Saw |MILLERS FA 


© Powerful 2.5 a 





5 1/4” DRILL 
a“ 


Sells 9,000 Low-Priced 
U. S. Tools in One Week 


Always noted for their spectacu- 
lar promotions, Channel Lumber 
pulled a fast switch in a recent suc- 
cessful sale. Instead of promoting and 
displaying low-priced foreign tools, 
Channel staged an “All-American 
Tool Sale” in their four New Jersey 
supermarts. 

In the big Springfield store, a 
double-size ping-pong table was set 
up and the tools segregated by type. 
The one-week sale featured tools 
from 29¢ to $1.29, all made in the 
Ge. 

“We didn’t give them junk either,” 
declared Dave Levy, head of the de- 


partment. Items included a drop forge 
hammer for 99¢; 7-pc. screwdriver 
set for 59¢; coping saws for 59¢; 
hack saws 49¢; 2-pc. putty knife and 
scraper set 49¢ 

Some 9,000 U. S. low-priced tools 
were sold by Channel in one week. 
The firm also maintains extensive dis- 
plays and regular promotions of 
power tools. 

“We try to eliminate imported tools 
as much as possible, because we find 
they are inferior to our _ brand- 
name merchandise,” declares Levy. 
“We carry only a few foreign pliers. 
Our policy is strictly name brands.” 





Building Products Supply Co. 
Buys Material Supply 


St. Louis—Building Products Sup- 
ply Co., a wholesale distributor of 
building materials in a three-state area, 
with headquarters at 6818 Manches- 
ter Ave., has acquired ownership of 
Material Supply Co. of Springfield, 
Ill. 

Material Supply, a wholesale dis- 
tributor of building materials, floor 
coverings and sheet metal products, 
will function as a wholly owned sub- 
sidiary of Building Products Supply 
Co., and will continue to distribute 
the product lines of manufacturers 


14 


closely identified with Material 
Supply Co. for the past 20 years. 
Warehousing, sales policies and all 
service functions will continue on an 
uninterrupted basis from the Spring- 
field warehouse. 

In this consolidation, Material 
Supply Co. becomes the fifth wholly 
owned subsidiary of Building Prod- 
ucts. Other subsidiary companies 
are: Lumber Specialties, Inc., St. 
Louis; Cahokia Lumbermen’s Supply 
Co., East St. Louis; Ill-Mo Sash and 
Door Co., East St. Louis and Mid 
Products Co., Quincy, Ill. 


Eugene H. Fahrenkrog, BPSC 


VUVAUANOLAD DEA EU TORAH 


president, announced that E. Eugene 
Hively, former president of Mate- 
rial Supply Co., has been named vice 
president of marketing for the com- 
bined companies; J. Edwards Flynn 
becomes general sales manager of 
the combined operations and Milton 
Buch is general manager of the Ma- 
terial Supply Co. operation in Spring- 
field. 


New Hoo-Hoo Officers 

MILWAUKEE—Harvey W._ Koll, 
46016, Los Angeles, was elected 
Snark of the Universe at the 7Oth 
annual Hoo-Hoo convention in Mi- 
ami Beach, September 17-21. Mr. 
Koll was on the Supreme Nine for 
the past two years and has been an 
active member and officer of the Los 
Angeles Hoo-Hoo Club #2 

Retiring Snark, Ernst W. Hammer- 


schmidt, 43385, was elected president. 
The Supreme Nine—Board of Directors 
elected are: Juris. #I—George A. McKnight, 
47299, Framingham, Mass., Bojum; Juris. 
+II—Edward J. Roche, 62928, Oak Lawn, III., 
Arcanoper; Juris. #III—Edward F. Wade, 
55904, Eugene, Ore., Junior Hoo-Hoo; Juris. 
2#IV—Ray Frank Sharp, Jr., 56952, Memphis, 
Custocation; Juris. #V—Harvey A. McDiar- 
mid, 66282, Vancouver, Supreme Hoo-Hoo; 
Juris. #VI—Vaughan A. Justus, 50593, Al- 
buquerque, Scrivenoter; Juris. #VII—Frank 
A. Langley, Jr., 68837, Hot Springs, Senior 
Hoo-Hoo; Juris. #VIII—Charles L. Strom, 
55457, Des Moines, Gurdon and Juris. #1X, 
Lynell T. Rabun, 61234, Atlanta, Jabberwock. 


Oklahoma Hardware Buys 
Texas Hardware Firm 


OKLAHOMA City—Oklahoma Hard- 
ware Co. recently purchased Nash 
Hardware Co., Ft. Worth, for 
an undisclosed amount of cash. Nash 
has been in operation for 89 years, 
wholesaling hardware to parts of 
Texas, Oklahoma and New Mexico. 
Oklahoma Hardware is 61 years old; 
covers sections of Texas, Kansas and 
New Mexico in addition to the home 
state. 


Accuse 15 Concrete Block 
Firms in Antitrust Suit 


Los ANGELES—California filed a 
criminal anti-trust suit against 15 local 
concrete block manufacturers and 
three individuals, charging them with 
conspiring to fix prices in southern 
California. The complaint claims the 
companies control 80% of concrete 
block sales in this metropolitan area, 
estimated at a total of $12 million a 
year. It was charged the defendants 
held price-fixing meetings at a hotel 
from January to October, 1960 and 
created a “slush fund” to subsidize 
alleged fellow conspirators in under- 
selling competitors. 
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BONDs 
lron 
Steel 
Aluminum 
Brass 
Copper 
Bronze 
Concrete 
Fibre-glass 


WED g, 


Also 
Bonds 
Pottery 

Ceramics 
Glass 
Wood 

Marble 

Masonry 

Rigid Plastics 
Porcelain 


| SPECIAL 
* INTRODUCTORY 
& OFFER. FULL 
/ " Le) 


Ob/me) rexel) hm 
ORDER TODAY! 


New from Weldwood... First Epoxy glue 
that's almost foolproof to use 


Weldwood® Epoxy has been designed with a mixing 
tolerance so great that even the most careless user 
can’t fail to make a good bond. Stock Weldwood 
Epoxy and you get customers that come back for 
more — instead of customers that come back with 
complaints. 

It bonds anything. Supports the weight of tons. 
And is waterproof. 

With performance like this, Weldwood Epoxy 
gives you a real jump on competition. So add it to 
your line of Weldwood adhesives — the most highly 
advertised family of glues in the United States, year 
after year! Mail the coupon at right today for special 
introductory 50% discount. 


United States Plywood, Dept.EMM 10-23-61, 
55 West 44th St., New York 36, N. Y. 


Weldwood Epoxy Glue Retail value—$10.68 
(12 units containing two tubes each) 

Dealer Cost 5.34 
(Full 50% discount) 


YOUR PROFIT 
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New Product Spotlight ‘rors cuoice) 


Develops a Built-In Air-Conditioned Range 


Touch of a button raises cover of the new Air-Conditioned 
Range. Raised cover becomes a splashguard to protect walls 
and decorations. Fumes and odors are removed through a 
pull-off slot in raised edge of cover. Distinctive lights flood 
cooking area with glare-free illumination. Everything cooks 
on a front element; there are no rear burners. 

A family-size aluminum griddle pictured above is larger than 
two frying pans, uses thermostatic range controls to provide 
two-temperature grilling. The built-in range is available in two 
models: Regency (shown above) and the Custom. 

A matching Air-Conditioned Oven also is designed with com- 
plete fume control and a built-in rotisserie. Oven door lifts off 
and heating elements swing away for cleaning ease. 

Air-Conditioned Range with matching oven retails around 
$500. Brochure is available. Jenn-Air Products Co. 

Circle No. 201 on Handy Cover Card 


Hardwood Tile with Acoustical, 
Insulating & Resilient Base 


New Flexstrip hardwood parquet floor 
panels provide an attractive parquet floor- 
ing at a low price with simplified instal- 
lation. Flexstrip is a combination of 
5/16”-thick, hardwood tiles and a *%” 
resilient Homasote base. Tiles are 6”x6” 
ready-laid in a parquet design by direct 
lamination to Homasote panels either 
2’x1’ or 1’xl’. Flexstrip may be in- 
stalled in 2’ squares at one time over 
slabs above grade, subfloors or floors 
already in. 

Each tile consists of seven strips 
locked by a soft, annealed wire for built- 
in expansion. Suggested retail price of 
the prefinished prime grade red and 
white oak is 60¢ per square foot and 
slightly higher for maple, ash or black 
walnut. Flexstrip’s Homasote base gives 
insulation and is sound deadening. 
Homasote Co. 

Circle No. 203 on Handy Cover 


TULANE 


A Multi-Purpose Storage Kit Announced 


Turnbuckles, Inc., has developed a new Easy-Hang Fixture 
Kit. Designated the K-16H, it contains 16 fixtures representing 
eight of the most commonly used styles and sizes of fixtures 
for use with 4” perforated hardboard. All of the fixtures are 
heavy-duty formed from No. 4 gauge wire. 

Although the kit is primarily designed for use by home- 
makers in storing lawn and garden tools in a garage, its useful- 
ness need not be confined to garages or carports. All of the 
fixtures are multi-purpose and readily adapt themselves 
to many uses and diversified installations. 

Each kit carries a list price of $2.25. Kits are packed 10 
each in an attractive shipper-display carton. Shipping weight 
of the carton is just under 20 pounds. 

The heavy-duty fixture kits now are available nationally 
from hardware jobbers. Turnbuckles, Inc. 

Circle No. 202 on Handy Cover 





(Use handy coupon on back cover for more information) 


October 23, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 





‘s LAMBE)? “6!” 
FLOOR 
VARNISH 





| TONETIC 
YOOD STAL 


Here is a totally new wood stain from Pratt & Lambert 
—for generations the industry’s leader in the develop- 
ment of fine wood finishes. 

Tonetic Wood Stain is an exclusive formulation of 
vehicle and pigment that will out-last and out-perform 
any other line. No shellac is needed as a sealer. 

On furniture, interior wood trim or paneling, it 
gives far greater color uniformity and permanence 
than other brands. It also extends the use of wood 
stain to other areas where such material has been 
inadequate up to now. 

Your customers can select Tonetic Wood Stain in a 


arts LAMBp 
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AINT ano VARNIsp ; 
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Sell Pratt & Lambert.. 
by architects, acknowledged by painters to be definitely superior. 


wide range of the most wanted shades—from bleached 
effects to light pastels...warm tones to deeper tones. 

You’ll add to your reputation (and your profits) as 
a specialist in wood finishes when you follow the sug- 
gestion in the picture above. Offer P & L “61” Floor 
Varnish—the most distinctive and lasting protection 
a wood floor can be given; already -famous ‘‘38”’ Pale 
Trim Varnish, and new Tonetic Wood Stain, which 
out-performs all others. 

Ask your P & L man or write us at 75 Tonawanda 
Street, Buffalo 7, N.Y. In Canada: 254 Courtwright 
Street, Fort Erie, Ontario. 


the brand most frequently specified 


Circle No. 8 on Handy Cover Card 
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New Product Parade 


Roll-Up Awnings & Door Hoods 

Hastings aluminum roll-up awnings 
and door hoods are available in three 
color combinations: all white, white with 
forest green stripes and white with terra 
cotta stripes. 

Each package contains a complete unit 
with all necessary hardware and easy-to- 
follow instructions. Awning is available 
in standard sizes, each with a projection 
of 3042”. Matching door hoods in stand- 
ard sizes fit most doors. Sales aids in- 
clude displays, ad mats, literature. Hast- 
ings Aluminum Products. 

Circle No. 204 on Handy Cover 


Tile and Tub Patch Kit 


A new do-it-yourself Instant Crete 
Tile and Tub Patch Kit includes instant 
grout mix, mortar box, trowel and a 
combination mixer-edger. It is packaged 
in its own plaster mortar box. User 
simply adds water, mixes and applies. 

The kit, priced at $1, contains three- 
quarters of a pound of grout. This is 
sufficient for numerous household re- 
pair jobs, including resetting ceramic 
tiles, filling between tiles, tub or sink. 
Easy-to-follow directions are included. 
Instant Crete Corp. 

Circle No. 205 on Handy Cover Card 


Low-Cost, Lightweight 1/.” Drill 

A new low-cost, Porter-Cable heavy- 
duty %” drill features a 3.6-amp motor 
and all ball-bearing construction. Weigh- 
ing only five pounds, it has a capacity 
of %” for steel and 1” for wood. 

A speed of 750 rpm drilling of metals 
and woods is maintained through effi- 
cient heavy-duty three-stage gear drive. 
Other features include: a straight-across 
design, chuck flush with gear case, 
which permits drilling in hard-to-reach 
places. Drill’s introductory price is 
$59.50. Rockwell Mfg. Co. 

Circle No. 206 on Handy Cover Card 


For more facts, 
use handy back 





Push-Pull Lock 


A new Push-Pull screen 
and combination door lock 
operates by simple push on 
inside handle and pull on 
outside handle. Locking but- 
ton on inside excutcheon 
locks set. Lock features tie- 
rod construction, one-piece 
handles. It has solid brass 
14%” escutcheons and strike. 
Designed for out-swinging 
doors %” to 1%” thick. 
Dexter Lock Div. 

Circle No. 207 on Handy Cover 
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Bath Accessories 


A full line of decorative 
bathroom accessories in shell 
and rose patterns is an- 
nounced. Cast in heavy 
brass, the accessories are 
available in several finishes. 
The accessories are supplied 
with all mounting screws 
and are designed for surface 
mounting. Dealer sales aids 
include a complete display 
of the entire line. Artistic 
Brass, Inc. 

Circle No. 208 on Handy Cover 


cover coupon. 





Trim Guard 


New Trim Guard is a 
flat metal triangle. User 
shields glass from paint by 
holding edge of triangle 
against sash. Instead of paint 
smearing window, it smears 
Trim Guard, says maker. 
Each of its three edges is a 
different length to fit in 
window panes of different 
sizes. Retailing for 40¢, 
Trim Guards are packed 12 
to a box. Red Devil Tools. 
Circle No. 209 on Handy Cover 


Tap-It Anchors 

New Tap-It nylon an- 
chors can be used in place 
of toggles, nail or pin drives, 
fiber, lead wood screw and 
caulking anchors and hold 
fast in any material. Install- 
er simply drills hole, inserts 
anchor and taps drivescrew 
with hammer. Available in 
round or flat head designs 
in three sizes: 3/16” x 1”, 
a. wok ee. 44" x OS". 
U. S. Expansion Bolt Co. 

Circle No. 210 on Handy Cover 

(continued on page 20) 
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— i" ART X 


ONLY PART “‘X” OFFERS 
THESE EXCLUSIVE FEATURES: 


. Maintains a partition end stud in a 
pate ge rigid position. 

. PART “X"’ can be pre-assembled on pre- 
fabricated panels which can be trans- 
ported. 

. Guess work of positioning partitions in 
the field is eliminated. 

. Standard size will accommodate either 
%” or V2” gypsum board, gypsum lath, 
wood paneling and hard wood. 





— hoger ; 


enews” Latw 


MATERIAL SAVINGS 

ee ANE TOR 1. Part “X” eliminates the necessity for 
using back up studs. 

. In most modern construction the 


. In truss construction, estimated sav- 
ings of approximately 700 lineal feet 


2 of 2 x 4 on average three bedroom 


elimination of double top plates in 
interior partitions is effected. 


LABOR SAVINGS 


1. Part ” eliminates partition layout 
labor. 
Allows no 
rhythm. 


ad 4 


Z3 interruption of stud 


PART X 


Ds 
6. 


home. In conventional roof framing, 
estimated savings of 500 lineal feet. 


4. Eliminates necessity of notching in 


exterior wall top plates. 
Eliminates corner cracks. 
Eliminates assembly labor 


otf room 


%. corner posts. 


Reduces by 50% nailing of gypsum 
board. 7. Facilitates field changes in room sizes. 


YOUR INQUIRY WILL HAVE OUR IMMEDIATE ATTENTION . . . JUST TEAR OUT AND 
MAIL POSTCARD FROM POSTCARD SECTION IN THE REAR OF THE BOOK. 


MX" 


1911 Ridge Avenue 


PARTITION 
CHANNEL 


a 


LMETAL COMPANY 


A DIVISION OF ALLMETAL WEATHERSTRIP CO. 





Evanston, Illinois UN 9-9300 


See us at Booth +429, NRLDA Show in Chicago 
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Hardware - Store Business 


For more facts, 
use handy back 
cover coupon, 


NEW PRODUCT PARADE 


(begins on page 18) 


a cr 


Snow Pusher Cuts 2x4 Stock Roofing Sealant 


Single Bearing Hinge 

A new line of full mor- 
tise single bearing hinges is 
available. The single bearing 
is set flush in the barrel as 
are the single piece pin and 
the plug. The new line is 
available in all standard 
sizes and finishes normally 
required for better quality 
residential specifications, 
manufacturer announces. 
McKinney Manufacturing 
Co. 

Circle No. 211 on Handy Cover 





Has New Weatherstrip 


A new bronze-colored alu- 
minum weatherstrip for 
wood doors is called Bron- 
zeal. Besides providing a 
tight seal, its diagonal 
corrugations eliminate wind 
howl and reduce suction 
when storm doors are opened 
or closed. No nails are 
needed for installation. Door 
frame, prepared with 
grooves, accepts saw kerf 
hook to form positive fasten- 
ing. Zegers. 

Circle No. 212 on Handy Cover 
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D-handle grip on a slight- 
ly shortened handle adds to 
its efficiency when snow 
must be pushed and scooped 
up. In wet snow, tool does 
the work of both pusher and 
shovel. It has an aluminum 
blade with a_ steel wear 
strip, sturdy white ash han- 
dle and a strong steel D. 
Available in 20” and 24” 
sizes to retail at $4.26 and 
$5.28. Wood Shovel & Tool. 

Circle No. 213 on Handy Cover 


New Skil Model 856 is 
designed to fill the need for 
a lower cost saw that will 
quickly cut 2x4 stock. The 
6%” top-handle, super-duty 
power saw features ball- 
bearing construction, Burn- 
out Protection motor and 
Vari-Torque clutch. It cuts 
21%” at 90° and 134” at 45°. 
Overall length is 104”; 
weight is 13 pounds. Priced 
at $95. Skil Corp. 

Circle No. 215 on Handy Cover 





~G 
I~ 
Give-a-Kit for Xmas 


Two homeowners’ kit as- 
sortments are among a 
group of new Christmas 
power tool merchandise of- 
fered by B&D. A Home 
Utility Drill Kit (above) re- 
tails for $26.95 and con- 
tains 30 pieces of practical 
home maintenance equip- 
ment, including a new %4” 
drill. A %4” Deluxe Drill 
Kit, retailing for $36.95, is 
available for the better gift 
buyer. Black & Decker. 


Circle No. 214 on Handy Cover 


Hand Saw 

A new top-quality hand 
saw is designated the Diss- 
ton D-100. Its solid walnut 
inlaid grip assures maxi- 
mum comfort and control 
and is set in a sturdy alu- 
minum handle frame. Blade 
is made from Disston’s fin- 
est quality thick-backed 
steel. Each tooth edge is 
precision ground to exactly 
the same gauge. Retail 
price: $13.95. Disston Div.. 
H. K. Porter Co. 

Circle No. 216 on Handy Cover 


Alcoa Roofing Sealant is 
ideal for sealing narrow and 
concealed lap joints requir- 
ing both flexibility and ex- 
cellent adhesion, says mak- 
er. A rubber base aluminum 
pigmented paste, it is per- 
fectly suited for sealing met- 
al, ceramic, wood or mason- 
ry joints. Easily applied, 
it's available in caulking 
cartridges containing about 
1/10 gallon. Alcoa. 

Circle No. 217 on Handy Cover 


Shelter Ventilator 


A fallout shelter ventila- 
tor, called the Shelt-A-Vent, 
can be operated by hand or 
through a motor connected 
to any regular 110-volt cir- 
cuit. Mounted on a galvan- 
ized steel base with a clamp, 
it can be placed on a table, 
sill or beam. Standard 6”- 
diameter ductwork is con- 
nected to its side. Delivers 
from 100 to 250 cubic feet 
of air per minute. Lau 
Blower. 

Circle No. 218 on Handy Cover 


October 23, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 





BRUCE 
PRE-finished 
FLOORING 


7 4 


~ Sell the flooring 
that’s used in 
nearly a million homes 


YOU MAKE A PROFIT ON THE 
FLOORING AND THE FINISH 


Bruce Pre-finished Flooring makes it old- 
fashioned to sand and finish floors on the 
job. These expensive, time-consuming tasks 
are completely eliminated . . . saving build- 
ers about 40% in floor labor costs. 

When it comes to remodeling jobs, that’s 
when Bruce Pre-finished Flooring really 
shines. Home owners can install a new floor 

SANDING APPLYING FINISH and FILLER in a day, without the mess and inconven- 
(3 cuts) (2 or 3 operations) ience of sanding and finishing. 

As a dealer, you make more money on 
this modern hardwood flooring. You get 
your regular flooring profit plus extra profit 

- +. AND on the famous Bruce factory finish. 
HOME OWNERS GET Bruce helps you sell more floor jobs 

MORE BEAUTIFUL, ate ne ee 
architects an ome buyers. rite today 
MORE DURABLE for complete information and sales helps. 


WAXING and BUFFING / Oak He E. L. BRUCE CO. 


(2 operations) ' 1736 Thomas St. 
Memphis 2, Tenn. 


ruce PRE-finished Floors 


Circle No. 10 on Handy Cover Card 























NOW...FROM CELOTEX 
to help you increase 


4 
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READY THIS FALL... 


a complete action program to help 
you sell more during the peak re- 
modeling season just ahead. Every- 
thing offered by Celotex promotes 
your store as headquarters for true 
ONE-STOP Home Improvement 
Service. 

Get started now on this planned ap- 
proach to the profitable, booming 
home remodeling market. Talk to 
your Celotex representative. He’s 
service minded, ready to help. 





om eleiilmms)aeycde-lit 
profitable 


we offer * planning 


ONE-STOP HOME {- <::n2ro 
* approved } 
contractors | 








= “ONE-STOP” POSTER! This big 
34” x 22” poster really spells out what 
you mean when you say ONE-STOP serv- 
ice! A colorful “silent salesman” that 
will work ‘round the clock in your win- 
dows and showroom. 


ADVERTISING AIDS! Free ad mats, fea- 
turing your ONE-STOP Service. An at- 
tractive folder picturing Home Improve- 
ment “packages.” Product literature 
that helps turn prospects into buyers. 


BUILDING PRODUCTS 


If it’s “by CELOTEX,” 


you get QUALITY ... plus! 


SALES-MAKING DISPLAYS! Effective aids for your 
windows and store interiors. Smart...show your 
products most attractively... stimulate prospect 
interest... speed selection... create extra sales. 


NATIONAL ADVERTISING! 
Full-color ads... reaching mil- 
lions of prospects! All the sell- 
ing power of over 38 years of 
continuous National Advertis- 
ing works for you when you 
feature CELOTEX products! 


FASHION-LEADER 
CEILINGS! 


¢ New “diamond white” finish... 
whitest white yet . . . on both HUSH- 
TONE® acoustical tile and“DESIGNER” 
ceilings. 90% light reflectivity. 
Smoother. Washable. 

¢ Your customers will like new Caprice 
and Granada .. . exclusive patterns 
and colors. 

¢ New sell... all through the line! 


The Celotex Corporation 
120 S. La Salle St., Chicago 3, Illinois 


Gentlemen: Please have your representative give me full particulars on 
your 5-POINT PROGRAM to increase my Home Improvement sales. 
Name 

Title _. 


Address 


City ... Saree: ao Le State 
Circle No. 11 on Handy Cover Card 





SALES STORY OF THE YEAR 





$2 Million-Plus Volume During 
First Year, Wholesale’ to Builders 


* Within nine months after opening, eastern builders’ hardware and 
specialty firm has main headquarters with elaborate showroom; two 
branch showrooms; 38 salesmen covering 500-mile radius and six 
projected showrooms for 1962 and 1963. There are now 4,634 


customers on the books. 


Merchandising tricks commonly confined to consumer selling are used 


for contractor business. 


Overall turnover is six times a year; profit for United Wholesale to date 


is 4% of sales. 


MANAGEMENT TRIO with array of products around 
United Wholesale’s model kitchen display in Plainfield, 
N. J. showroom. Left to right, Raymond Kessler, Edwin 
Goldstein and Milton Velinsky. Products on floor, left 
to right, are Grote medicine cabinet, Progress electronic 
hood and Progress fan, National Rollex aluminum sof- 
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om 
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fit system, David White transit, United cupola and 
Style Rite’s tub enclosure. On counter is Weslock, Skil 
saw, Hall Mack bathroom fixture, Kennarama door and 
sliding door hardware. In background is Whitehall’s 
kitchen, and overhead are fixtures from the world over. 





PLAINFIELD, N. J. 

HEN THE UNITED WHOLE- 

SALE BUILDING SUPPLY 

CO. opened its doors in January of 

this year the sails goal for 1961 was 
set at $2,500,000 

Nine months ater sales were ex- 
ceeding the goal, according to United’s 
36-year-old president, Milton Velin- 
sky, a graduate chemist and mathe- 
matician turned merchandising dyna- 
mo. 

Marketers who consider that the 
word “wholesale” means sales to re- 
tail dealers will learn a new defini- 
tion from Velinsky. 

“We sell only to builders and con- 
tractors—in 10 states at present, but 
we expect to go nation-wide,” said 


VM 


Main Office 
Plainfield, N. J. 


Showrooms in Operation 


Newington, Conn. 
Elmsford, N. Y. 


=) 
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Present Sales Force 


New Jersey: 


. Bergen & Passaic 


County 


. Monmouth & Ocean 


County 


. Middlesex & Union 


County 


. Essex & Morris 


County 


5. Sommerset, Mercer & 


Camden 


. Atlantic, Cape May & 


Burlington 
Pennsylvania: 


1. Philadelphia area 


. Allentown area 
. Scranton area 


. Harrisburg area 
. Norristown area 


. Pittsburgh area 


Delaware: 
1. Wilmington 
Maryland & 


Washington, D. C.: 
1. Baltimore & Prince 


George County 


Velinsky. “Since we do not sell direct 
to the ultimate consumer (the home- 


owner) we are not retailers, but 
wholesalers.” 

The key targets for United are 
contractors who build 30 homes or 
less a year and home improvement 
contractors. The firm makes no at- 
tempt to reach the tract builder, “un- 
less the builder is progressive enough 
to realize that quality, not price, sells 
a house.” 

United is thus a direct competitor 
to thousands of building materials 
dealers as well as builder sales divi- 
sions of hardware and specialty whole- 
salers. Products range from builders’ 
hardware and electrical fixtures to an 
ever-increasing array of specialties 
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2. Montgomery County 
3. Washington, D. C. 
Virginia: 

1. Arlington area 

2. Richmond area 


Metropolitan New York: 

1. Staten Island 

2. Rockland County 

3. Long Island 

. Westchester County 

. Putnam & Dutchess 
County 

Upstate New York: 

1. Binghamton area 

2. Albany area 

3. Syracuse area 

4. Rochester area 

5. Buffalo area 

6. Utica area 


Connecticut: 

1. Fairfield County 

2. Hartford County 

3. New Haven County 
4. Middlesex County 
5. New London County 
Massachusetts & 
Rhode Island: 

1. Hamden County 

. Worcester County 
. Suffolk County 

. Providence. R. I. 


mirrors, 
instru- 


such as medicine cabinets, 
kitchen vent hoods, survey 
ments and aluminum soffits. 

Operations chief Raymond Kessler, 
at 38 the oldest member of the United 
management trio, explained that the 
choice of a product is determined by 
its merchandising value and its han- 
dling economies. 

Merchandising value for United 
means items which can upgrade the 
average house—and in turn bring 
maximum profits to both United and 
its contractor customers. “We market 
the dress-up items—the products 
which we and builders can ‘romance’,” 
Velinsky said. 

Handling economies come from 

(continued on page 26) 
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PROGRESS } 
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UNITED WHOLESALE BUILDING SUPPLY CO 
P.O. BOX 126! 


9 CENTRAL AVE PLAINFIFLO NEW JERSEY 


LIGHTING PANORAMA 


United introduces # pe 


UNITED WHOLESALE BUILDING SUPPLY CO 


eget a 
MOMEY 


VALOABLE COUPONS ENC” 


ba 


CONSISTENT PROMOTION by United Wholesale to 30,000 builders in 10 northeastern states is Builders News, illustrated above, 
which includes coupon specials, various premiums and selected specialties. Builders mail coupon to nearest office; use coupon as 
actual order or request to have salesman phone. 





Sales Story of the Year 
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products which are efficiently pack- 
aged for common carrier loads from 
Plainfield to the entire northeast 
region. 

“We don’t sell bulk materials. They 
are essentially a local business,” added 
president Velinsky. 

Success. Shrewd selection of branded 
nationally-advertised building prod- 
ucts, using the criterion described 
above, is one reason for United’s sud- 
den success; the firm isn’t bogged 
down with slow-movers. 

But more important is United’s 
merchandising fervor—‘“old fashioned 
selling’—brought to the light con- 
struction distribution industry. 

“We feel it is significant that the 
American Lumberman magazine was 
re-named Building Materials Mer- 
chandiser the same month that we 
formed United. The building products 
industry needs to romance its products 
to contractors, rather than continually 
stress low-end lines or sit back and 
take orders. Merchandising is the key 
to our success,” Velinsky said. 

What does merchandising mean at 
United? Edwin Goldstein, the 28-year- 
old vice president and general sales 
manager, points out that merchandis- 
ing includes saleable products; sus- 
tained promotion and advertising to 
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builders; training, incentives and di- 
rection to the sales staff; constant in- 
troduction of new items; premiums to 
builders; helping the contractor sell 
his customers through showroom and 
product display. 

As shown in this article, United 
scores on each of Goldstein’s mer- 
chandising fundamentals. 

Salesmen. United has five district 
sales managers, each supervising 
seven or eight men. The majority of 


PROPOSED FACADE which will adorn 
each of the United Wholesale show- 
rooms. Company now has displays in its 
headquarters at Plainfield, N. J. and the 
Connecticut branch at Newington. Plans 
call for 10 showrooms within two years, 
in area from Richmond, Va. to Pitts- 
burgh, Pa. to Boston, Mass. 


salesmen have backgrounds in build- 
ing or carpentry. Besides field calls, 
a salesman sells builders on bringing 
homeowners to the nearest United 
showroom. 

Salesmen are given Dodge con- 
struction reports to follow, leads from 
manufacturers, telephone campaigns 
and promotional help. Salaries, plus 
sliding commissions, will net a sales- 
man from $8,000 to $20,000 annual- 
ly, based on the firm’s first nine 
months experience. 

Currently, an average sale is $100 
per builder. A good salesman is ex- 
pected to produce over $100,000 an- 
nual volume. 

Each salesman constantly collects 
new prospect names and forwards 
them to headquarters, where they 
are added to the mailing list. In ad- 
dition to selling, the men must help 
collect 60-day past due accounts. 

“In effect, each man must be his 
own sales manager,” said manager 
Goldstein. “He has to use his own 
initiative and judgment.” 

Salesmen will accumulate small or- 
ders for most economical delivery. 
In some cases the salesman will re- 
ceive the merchandise for several 
builders and deliver the products him- 
self—asking for another order at the 
same time. 

A new salesman works for a week 
at headquarters, filling orders, learn- 
ing inventory control, studying pur- 
chasing methods. The second week 
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he will work under a district sales 
manager. The third week the new- 
comer comes under the guidance of 
the firm’s field sales manager—a 
roving merchandiser and _ trouble- 
shooter. 

The salesmen return to Plainfield 
every three months for a general sales 
meeting, which is in addition to 
monthly district sessions. 

Every other week the staff receives 
a 10-page “United News” which de- 
scribes new products, sales pointers, 
prices, contests, etc. 

Reports. Each man submits a daily 
“score-card” such as this one: 

Sales today: $ 1,000 
Sales to date: $ 4,800 
Monthly goal: $10,000 
Sales to go: $ 5,200 

Goals are determined by Velinsky 
and Goldstein on an individual basis, 
based on number of accounts, length 
of service, etc. 

A prize is awarded to each man who 
exceeds his goal. Over 70% of the 
salesmen regularly go over the top. 
The lead man of the crew will often 
receive a bonus prize—for example, a 
trip to Bermuda. 

Builder incentives. The training and 
incentives as described above spark 
the United sales crew. In turn, the 
salesmen offer monthly premiums to 
the customers in return for volume 
purchases. 

For example, one month 250 build- 
ers received Hydromatic dishwashers 
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PREMIUMS FOR BUILDERS are featured regularly by United 
Wholesale Building Supply Co. Edwin Goldstein, left above, 
and Milton Velinsky pose with recent premiums—dishwasher 
which was given with order of six cartons of locks; electric 
can opener given with order of two attic fans; Weslock jig 
given with order of three cartons of locks; cologne given with 
vent fan order; fry pan given with order of 24 sliding door 
hardware assemblies. 


for ordering six full cases of locks. 
Another premium was an electric can 
opener ($25 retail price) for pur- 
chase of two attic fans. 

“This is merchandising,” Velinsky 
remarked. “The contractors now 
greet our men with the question “What 
are you giving away this month?’ ” 

The premiums are promoted in a 
monthly 4-page Builders News, 
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mailed to 30,000 prospects. The News 
contains a variety of priced prod- 
ucts, includes coupons for “specials” 
such as 100 pair butt hinges for 
$23.65. 

United’s top salesman is pictured 
in each News, with the message: 
“Help Your Salesman Become Our 
Top Salesman of the Month.” This 

(continued on page 28) 


27 








Sales Story of the Year 


(begins on page 24) 





message is alongside a perforated or- 
der coupon in each issue. 

Advertised products in a _ typical 
Builders News included a mirror vani- 
ty; level transit; pocket door frame; 
aluminum finish sump pump; tub en- 
closures; attic fan; sliding door hard- 
ware; kitchen hood; anchor bolts; 
aluminum flashing; router; roto ham- 
mers; patio glass door; pre-assembled 
folding door units and locksets. 

All told, advertising and promo- 
tion accounts for 1% of sales—a high 
figure for firms seiling only to build- 
ers. 

Showroom. Countless dealers have 
modern display rooms today. But 
most building product showrooms are 
for direct consumer sales. United 
Wholesale’s elaborate showroom is 
aimed to help the builder sell to his 
homeowner customers. 

The Plainfield showroom was de- 
signed in the front portion of the 
company’s warehouse by J. Gordon 
Perlmutter & Associates. The same 
tvpe of displays will be duplicated in 


MANUFACTURERS’ DISPLAYS 
are used in this corner of 
United showroom, including 
newest range hoods, exhaust 
fans, folding doors. 


the United branches. 

A panorama of over a_ thousand 
lighting fixtures are shown in the 
Plainfield display room. As you enter 
you first see 100 imported and do- 
mestic chandeliers hanging from a 
black ceiling with mahogany strips. 
Next are planter boxes filled with 
elaborate post lanterns and _ lights. 
Alongside the counter is an array of 
outdoor light fixtures. In symmetrical 
order is another display of 500 light- 
ing fixtures representing the various 
rooms in a house. 

Medicine cabinets are recessed in 
the wall, alongside bathroom acces- 


‘*Can’t Get Along 
Without BMM”’ 


Milton Velinsky, president of 
United Wholesale Supply Co., 
doesn’t have time for many publica- 
tions today in his rapidly-rising 
enterprise. “But I cannot get along 
without Building Materials Mer- 
chandiser,” he declared. 

“In every issue I find new prod- 
ucts and useful marketing trends. 
BMM is truly the merchandiser’s 
business guide.” 


N 

i HUMDINGERS 
TOOL ROOM DISPLAY at United Whole- 
sale shows every conceivable type of 
tool and instrument for home builders, 
plus other items. Ceiling is special dis- 
play of aluminum soffit. 


sories. 

“With this display, the usual medi- 
cine cabinet can be traded up to a 
sliding door unit or a deluxe beveled 
edge model,” Velinsky commented. 

Next are United’s vanitories, dis- 
played complete with premium hard- 
ware. 

Two separate rooms are set up for 
locks, power tools and builders’ hard- 
ware, including kitchen hood and vent 
fans. The tool room consists of power 
and hand tools, transit levels, louvers, 
flashing and sundry items. 

Specialties are displayed amid the 
hardware and electrical products. For 
example, a sliding mirror wardrobe 
is used instead of the normal sliding 
doors. The sliding door—a current 
best seller—is made from plate glass, 
operating on two tracks. 

United has an aluminum soffit as 
part of the showroom ceiling—creating 
a new market for this product. 

Research. The young’ merchan- 
disers believe that it is the responsi- 
bility of a distributor to conduct mar- 
ket research. The management asks 
the salesmen for the potential of any 
prospective line. Each salesman 
queries builders and submits a written 
report. 
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Showroom 


for Builders—and 


Builder Customers 


ee 


CHANDELIERS, LIGHT FIXTURES 
AND VANITIES show off quali- 
ty specialties at United Whole- 
sale showroom. 


LOCKSETS GLEAM on dark perforated 
display sheets in the extensive United 
Wholesale builders’ hardware display 
area. 


Salesmen also must project sales 
on products. For example, forms 
were mailed for each man to state 
the number of 6’8”-height Kenna- 
track folding doors which he expected 
to sell in the ensuing three months. 

In addition, the salesmen were 
asked to answer these questions: 

“1. Are you getting calls for: 

a. 66” heights. 

. 80” heights. 

c. Prefinished birch. 

d. Oak. 

e. 1300 Series. 

f. Room divider hardware. 


“2. Are you interested in the full 
Kennatrack sliding door hardware 
line?” 

As a result of the above survey, 
the company became merchants for 
the entire line. 

Plaudits. Persistent salesmanship 
and services such as research have 
brought unusual manufacturer rela- 
tionships to the United firm. 

For example, Larry L. Putzell, > aa 
general sales manager of Arnold AIl- Yes ii a | — we 
tex Aluminum Co., Miami, told — FIRST SALES MEETING for fast-rising United firm, held last February. All salesmen 
BMM: return to headquarters every three months for general sales confab, also attend 

(continued on page 30) district meetings. 


October 23, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 29 








Sales Story of the Year 
(begins on page 24) 





“It was a real ray of sunshine to 
meet United’s salesmen. They render 
a real personal service to the builder, 
which is exceptional. This service ex- 
plains the phenomenal success of this 
firm in only nine months.” 

Harker Collins, vice president of 
sales for Grote Manufacturing Co., 
Madison, Ind., said: 

“In my opinion, there are seven 
reasons for United’s growth: top cal- 
iber management; financing know- 
how and _ resources; well-conceived 


distribution; high-per-capita produc- 
tivity; research and development; be- 
ing in the right industry at the right 
time in the right location; having the 
right growth items and product mix. 

“Many firms have some of these 
ingredients, but United has them all. 
The United managers have clear-cut 
goals as to the customers they de- 
sire. Their selection of lines is defined 
and not erratic, as is found in so 
many cases.” 

Chris Herbst, district manager for 
Skil Corp., put it this way: 

“These people have quickly es- 
tablished themselves in an area | 
know. When I say established, I mean 
the customers have taken to United 
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@ Today send for this up-to- 
the-minute kit of vital informa- 
tion — compiled by the world 
leader in roof truss connectors. 

Learn growth trends of this 
component industry its 
advantages for Building Ma- 
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like bears to honey.” 

Another quality was pointed out by 
R. E. Bard, vice president of Ken- 
natrack Corp., Elkhart, Ind.: 

“United salesmen call on the home 
builder, wherever he might be—on 
the site, in his office or elsewhere, 
as the occasion demands. And the 
builder has a_ simplified ordering 
schedule and minimized inventory 
problem.” 

And Ernest Cipriano, president of 
Weslock Co., Huntington Park, Calif., 
added another view: 

“The story of United is the story 
of people—inspired people, dynamic 
leaders. Here is the story of oppor- 
tunity inherent in our business sys- 
tem.” 

Other manufacturers have similar 
testimonials—proof that United truly 
embodies the Sales Story of the Year. 

Expansion. United’s overnight 
growth is only a starter, president 
Velinsky predicts. 

In addition to the main showroom 
and warehouse in Plainfield, branch 
showrooms are in operation at New- 
ington, Conn. and Elmsford, N. Y. 
Projected showrooms are scheduled 
to open in 1962 and 1963 in Allen- 
town, Pa.; Washington, D.C.; Syra- 
cuse, N.Y.; Boston, Mass.; Provi- 
dence, R.I.; Baltimore, Md.; Rich- 
mond, Va.; and Pittsburgh, Pa. 

The present sales force already is 
established in most of the above areas 
—scouring the countryside in a mod- 
ern version of old-fashioned “hard 
sell” to the light construction indus- 
try. 

Major suppliers. The following man- 
ufacturers are among the suppliers of 
United Wholesale Building Supply Co.: 

David White Instruments, P.O. Box 67-A, 
Menominee Falls, Wis.; Trade-Wind Motor- 
fans, Inc., 7755 Paramount Place, Pico Rivera, 


Calif.; Style-Rite of America, Clifton, N. J.; 
Hall-Mack Co., 1000 Main Ave., Clifton, N. J.; 

Griffin Mfg. Co., Cherry & Huron Sts., Erie, 
Pa.; Visking Co., 6733 W. 65th St., Chicago 
38; Whitehall Cabinets, Ryder Place, East 
Rockaway, N. Y.; Hamlin Products, Inc., Box 
2016, Little Rock; 

Duraflex Co., 3500 NW 52nd, Miami 42; 
National Hood Co., Industrial Park, Ocala, 
Fla.; Ferum Importing Co., 815 E. 136th St.., 
New York 3; Moldcast Mfg. Co., 236 South 
St., Newark 5, N. J.; 

Western Lock Mfg. Co., 2075 Belgrave Ave., 
Huntington Park, Calif.; Feldman Co., 612 S 
Wall St., Los Angeles; Victor J. Krieg, Jr., 
P.O. Box 7, 1 Depot Place, Mamaroneck, 
N. Y.; Kennatrack Corp., E. Jackson Blvd., 
Eikhart, Ind.; 

Amplex Corp., Long Island, N. Y.; Bohemia 
Import Co., Inc., 39 W. 23rd St., New York 
10; United Metal Products, 14th & Laurie] 
St., Pottsville, Pa.; Progress Mfg. Co., Castor 
Ave. & Tulip St., Philadelphia 34; 

Onan Eastern Corp., 2134 Broadway, Long 
Island City, N. Y.; Grote Mfg. Co., P.O. Box 
766, Madison, Ind.; Portaseal, Inc., Box 678, 
Morristown, N. J.: Skil Corp., 5033 Elston 
Ave., Chicago 30; Porter-Cable Machine Co., 
700 Marcellus St., Syracuse 4, N. Y. 


What BMM Editors Say 
About United Wholesale 
After reading the above report, be sure 
to see the Editor’s Viewpoint on page 7— 
BMM'’s comments on United Wholesale 
Building Supply Co. 
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Samples from United News: 
Management to Salesmen 


The semi-monthly United News is a running 
sales training course and product training sheet, 
together with company news. Items below are 
samplings from a recent United News. 


The results of the last mailer are very 
gratifying. We're getting hundreds of 
cards back and many, many coupons. 
One of Art Miller's customers drove all 
the way in from Emmaus, Pa., to buy 
some Grote items. He was certainly im- 
pressed with what he saw. June’s mailer 
is in the printer’s hands now and prom- 
ises to be even better. You'll get extras, 
so you'll know in advance what to push. 


The new prices on the %” glass patio 
doors are in effect. Please take note of 
this, as we will not honor any orders at 
anything less than indicated. We have a 
good unit and offer it at a terrific price. 
There is no need to cut or even to sell 
under the 10% column. When you're 
selling quality, make your top commis- 
sion. Ask Dick Kolansky—I don’t think 
he even knows there is a 5% column in 
the price book. 


Do you know your Weslock exclusive 
features? At our sales meeting Ernie gave 
you at least 14 of them. 

We'll give you a bonus of one run for 
each feature you list and send in on a 
separate sheet—list 14 and you get 14 
home runs. 

It’s not only the price and the dead- 
latch that makes the sale, but the good 
quality and the exclusive advantages. We 
want to be sure you know them and use 
them. 


Every order is important regardless of 
the size. But a large order is good only 
if there is a profit. Recently one of our 
salesmen wrote a nice size order with the 
aid of a factory representative, without 
checking the prices with the office. When 
the order was submitted, we found that 
at best we came out even. Since the order 
was signed without conditions, and we 
did not have a company policy on the 
above, we acknowledged the order. To 
prevent a recurrence, on all sizeable or- 
ders written below the “C” column, or 
items where you do not have a book 
price, either request permission in writing 
from the office or write on the order: 
SUBJECT TO OFFICE APPROVAL. 
This will avoid embarrasement on every- 
one’s part. 


It’s always a pleasure to announce a 
winner. 

Congratulations, Ken Connor, on sell- 
ing the most David White for a two- 
month period. 

Your camera and viewer will be forth- 
coming shortly. Keep up the good work. 

THE NEXT WINNER WILL BE 
GOING TO BERMUDA. 


Your company is changing its letter- 
head, invoice forms, U-SAVE labels, etc., 
to a really impressive, beautifully de- 
signed line of stationery. We are also 
having designed a trade-marked symbol 
to use as our logo. We know you will be 
proud of these changes and continue to 
be proud to be associated with UNITED. 





Successful 
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Requires 
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Grote’s all new 
10 minute installation 


Mr. Milton Velinsky, MIRROR VANITY 


United Wholesale Building 
Supply Company of 
Plainfield, New Jersey 


Mr. Velinsky says, “Grote Bathroom Cabinets are an 
increasingly important factor in our business. Our 
reputation is built around quality and service to our 
customers. We supply the service—Grote provides the 
quality. This is teamwork that pays off!” 

The Mirror Vanity is an ideal example of Grote quality. 
Mirror frames and cabinet tops and sides are stainless 
steel with recessed flanges eliminating sharp miters 
which cut fingers, snag wiping cloths. Can be installed 
three ways—mirrors separately, cabinets separately, or 
as easily locked-together combinations. No rough-ins 
are required and complete units are easily installed in 
just 10 minutes. 

A complete line of Grote cabinets and accessories are 
on display at United Wholesale Building Supply. Can’t 
make it? Then write... 


. coche 
AOQUS MANUFACTURING CO. 
Madison, Indiana 
- +. the full line manufacturer 
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How Rubbersets [177 Roller Mart 


puts you inthe roller business 100% 


The Rubberset Roller Mart sells 16 dozen roller covers 
—plus 2 dozen 7 or 9-in. frames. It is the first mass- 
quantity display ever designed for rollers! 

Rollers and covers are profitable, fast-moving items. 
Now, with this new display, you can offer customers 
the cover best for their painting needs. Order from 
34 different types and sizes of top-quality Rubberset 
flo-matic covers for homeowners and _ professional 
painters. You get into the roller business all the way! 

The Surface Guide helps customers choose the right 
roller covers for the surfaces they plan to paint— 
an excellent way to sell more than one cover to a cus- 
tomer. Actual covers can be uniquely mounted on the 
header sign to show fabric, pile and core material. 








No. 109-9” No. 217-7” No. 517-7” 
Heavy Duty Deluxe Deluxe Heavy Duty 


DYNEL MOHAIR LAMBS’ WOOL 


/v” Pile, Plastic Core Phenolic Core 1'/«" Pile, Plastic Core 





























The Surface Guide is visually keyed to the price 
identification tabs on each bin to aid in selection. 
All you do is mark the retail price on the pressure- 
sensitive tabs and affix them to the display. 

The Roller Mart is sturdily constructed; designed 
and built for long and useful store life. Fits most any- 
where, requires just 37 x 21 inches. Its flush back is 
ideal for use at ends of aisles, wall positions, or back- 
to-back as an island display. 

12 sales bins each hold a dozen covers; bottom bins 
hold 4 dozen covers for sale or reserve. Easy to serv- 
ice, inventory and reorder. 


iy al The Roller Mart is free with ‘‘mix-em up” 
_€ order of any type fabric or size of cover. 


Wp y 7 Immediate. 


Tt 4 Ask your Rubberset representative to get in 
touch with you today! 
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Get set for bigger-than-ever sales volume throughout the Christmas 
season with this holiday promotion package. The program, which 
promotes the sale of Styrofoam, features a free folder describing 


how to make holiday decorations out of Styrofoam expanded 
polystyrene. Set up a display of Styrofoam and these folders in the 


do-it-yourself power tool and home workshop equipment area, and 
you'll draw feminine holiday traffic to your gift department! 


DOW CHRISTMAS PROMOTION ies a “naturar” tor housewives. They want to 


find a source for Styrofoam to make Christmas decorations and 

. holiday accessories. And the free folder tells them how to cut, glue, 

helps build your nail and finish Styrofoam expanded polystyrene, plus simple, 
easy-to-do suggestions and designs for this versatile material. 

When housewives come in for Styrofoam and the decorations folder, 


store traffic 7 you'll have a chance to sell them gift items for their husbands. 


The promotion package contains everything you need—ad mats to 
give you effective newspaper coverage . . . a window banner for 
your store, and envelope stuffers that describe the giveaway folder 
and identify you as the source for Styrofoam. Put this package 


STYROFOAM? to work for you now. Call your local Dow Building Products 


Representative for it today! 


sparks sales of 


and draws customers to your 
Christmas gift department! 





Styrofoam, a registered trademark of The Dow Chemical Company, is applied 
only to the homogeneous expanded polystyrene made according to an exclusive 
Dow process. Styrofoam is available only from Dow and its authorized 
representatives. 


THE DOW CHEMICAL COMPANY Midland, Michigan 
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“ EVERYTHING HINGES ON HAGER !." 


C. Hager & Sons Hinge Mfg. Co. © St. Louis 4, Mo. 
in Canada, Hager Hinge Canada Limited * Kitchener, Ontario 
Founded 1849 —Every Hager Hinge Swings on 100 Years of Experience 
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TOMORRQW (LABOR DAY) AT ROCKVILLE & ALEXANDRIA ONLY! 
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Breaking 
Sale 


Thousands of bargain hunters ignored Wash- 
ington'’s sweltering heat to make Hechinger's 
two-store ‘‘caravan sale'’ on Labor Day the 
greatest. 


Almost a dozen cash registers in the two loca- 
tions were kept busy ringing up sales as fast 
as customers could be processed. 


Dick England, partner and merchandising di- 
rector of The Hechinger Co., announced the 
following results: 


Total sales: $50,000. 


Total number of cash register 
transactions: 5,000. 


Gross promotion budget for 
one-day promotion: $5,400. 


Number of new budget 
accounts opened: 63. 


(In addition, a number of sales leads were secured 


for home improvement services and for fallout 
shelters on exhibit at both stores.) 


NEWSPAPER ADVERTISING BARRAGE, four half-page ads in 
one Sunday paper, alerted Washington area residents to the 
‘fantastic bargains and celebration’’ in store for them on 
Labor Day. 
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Lessons for Everyone 

Only a few building materials 
retailers could hope to equal Hech- 
inger’s spectacular promotion as 
described on these pages. How- 
ever, any dealer, small or large, 
can pick up a few tricks from this 
merchandising master. 

Basic lesson: people will come 
from miles around to buy building 
products if they believe they can 
get a bargain in a sales event which 
is heavily promoted and contains 
plenty of razzle-dazzle. 

Another lesson: open your store 
and yard when others are closed. 
Hechinger’s has used holidays for 
successful sales events for years. 











BIG RECORD-BREAKING buy- 

ing crowd jammed Hechinger’s 
in Alexandria, Va. and Rockville, 
Md. on Labor Day for a “Gigantic 
Caravan Sale and Open House.” 

Result: the biggest one-day sale in 
the history of the Hechinger organ- 
ization, which operates eight big do- 
it-yourself stores in the metropolitan 
Washington, D.C. area. 

At the morning peak, two lines of 
customers stretching from one end of 
the Alexandria store to the other 
waited patiently in 90-plus heat and 
wet-blanket humidity to check out 
their purchases. The Rockville crowd 
rivaled Alexandria’s. 

Four cash registers were ringing 
constantly in the Alexandria store 
while two yard cashiers were just as 
busy handling the outdoor customers. 
Rockville used one less store register. 

Circus theme. Using a_ circus 
theme: (“Three-ring event—38 dra- 
matic demonstrators, spectacular sav- 
ings in every department . . . truck- 
loads full of merchandise at savings’’), 
Hechinger kicked off their big pro- 
motion with four half-page ads in 
strategic positions in the Sunday 
Washington Post, plus display space 
in the Star, with a reminder display 

(continued on page 38) 
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CUSTOMERS WITH SHOPPING CARTS a lines the 
entire length of the store, waiting patiently to check out their bargain purchases. 
Four cash registers were singing simultaneously in the Alexandria store, three in 
Rockville. 


October 23, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 





Record 
Breaking 
Sale 


(begins on page 36) 


\ > DAMAGED 
<> DIRTY 


cae 
3-D BARGAINS IN BOTH YARDS, adver- 
tised as a rummage sale, proved a bar- 
gain hunter's paradise. 


HOW-TO-DO-IT DEMONSTRATIONS in- 
cluded wall tile application and brick 
laying for an outdoor fireplace. 


HOME IMPROVEMENT LEADS were taken 
at this temporary store booth. Heching- 
er’s is active in packaged remodeling 
service in addition to mass merchandis- 
ing to the handyman trade, 
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Store Activity 





POWER AND HAND TOOLS, including Black & Decker's revolutionary cordless drill 


and Stanley's ‘‘Surform”’ 
the background. 


SCORES OF NEW BUDGET ACCOUNTS 
were opened by people who wanted to 
qualify for a chance to win $25 (credited 
to their account) in a drawing open ex- 
clusively to credit customers. 


file, attracted interested hobbyists. Note oil paintings in 


. 3 j : 
CHILDREN AMUSED THEMSELVES by 
watching TV, using outdoor playground 
equipment and watching ‘Mister Uni- 
verse,’’ the weight-lifting expert. 


October 23, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 





ad in the Post. - , 
It was evident early Labor Day ¥ a r d A Cc T | V | tT y 


that Hechinger’s fans had heeded the 
invitation, “Come one, call all! Ex- 
citement for everyone.” Three cops 
were necessary to direct traffic in 
the vicinity of the Alexandria store 
and cars jammed the side streets after 
the store’s parking lot overflowed. 
Clerks were swamped. Rockville was 
just as busy. 
The 20 truck loads of outdoor 
specials (10 at each yard) included 
snow tires; fertilizer; trash cans 
($1.88); mineral wool, insulation, ply- 
wood; furnace filters (59¢); Sta-Dri 
waterproofing; toilet seats ($1.99); 
power mowers and roofing. Some of 
these sales were made direct from 
vans; others from merchandise piled 
in the yard. 
In addition there were 25 other 
advertised specials, ranging from 9¢ 
for a half pint of enamel and 9¢ for 
a linear foot of pine shelving (1”x aa - as = %. ata oe 
12”) to a Black & Decker 1/4” , : - 3) eT 
drill with geared chuck for $12.88. a : ae ccatind Se 3 itl ee ae 
Some of these specials like steplad- I ce Satin 
ders and trash cans went like wild TRUCKLOADS OF SPECIALLY-PRICED MERCHANDISE pulled big crowds to the yard 
fire and sold out early. Disappointed as well as the store. Yard customers had a choice of two checkout registers—both 
customers were given a rain check. busy most of the time. 
Rummage sales in both yards of- 
fered odds and ends of assorted mer- 
chandise, “all priced low to sell fast.” 
Bargain hunters jammed this area. 
The featured display in the out- 
door living department was two fall- 
out shelters, one a manufactured fi- 
berglass unit and the other a masonry 
do-it-yourself shelter, priced for im- 
mediate purchase—materials only or 
complete installation. 
Temporary booths and tables were 
set up to handle packaged home im- 
provement sales and credit applica- 
tions. Credit applicants, or those with 
credit cards already filed, were elig- 
ible for a lucky number drawing. 
Prize: $25 credited to their account. 


Suppliers help. Many suppliers co- 
operated with demonstrations rang- 
ing from hand and power tools to 
“meat-carving secrets.” Spectators 
took primer lessons in how to lay 
brick for an outdoor fireplace, install- 
ing wall tile, solving their paint prob- 
lems and unclogging their drain and 
septic tanks. 

Featured entertainment attraction 
was Bruce Randall, “Mister Universe, 
the foremost expert on physical cul- 
ture,” who lifted weights and flexed 
his bulging biceps to the delight of 
the crowd. 

Celebrating their “Fantastic Fifti- 
eth” anniversary with this Labor Day 
Open House, Hechinger executives 
could readily agree that customers 
had gone “wild, simply wild,” as they 
predicted, in snapping up their ad- 
vertised specials. 

The Hechinger Co. will continue 
its 50th Anniversary celebration with 
an eight-store Anniversary Sale, Nov. 
6-11, climaxed with a Veterans’ Day 
“Last Blast” Sale. Promotion will in- 
clude full-page ads in all three Wash- 
ington metropolitan dailies. 


MORE BARGAINS WERE FOUND in the outdoor living sales area, along with two 
types of fallout shelters, one prefabricated and one do-it-yourself. 
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Who's your backstop ? 


Like it or not, you are judged by the quality of the building products you 
sell. If they are widely advertised, brand name products, your reputation is safe 
—for back of every such product is a fully responsible manufacturer who 
vouches for its high quality, often with an ironclad guarantee. Easier to sell, 
quicker to move, brand name products also help to identify you as a thoroughly 


responsible and trustworthy merchant. 





CONFIDENCE 


MEMBER OF 


BRAND, 
NAMES 


FOUNDATION, INC 


SATISFACTION 








Brand Names Foundation, Inc. 


437 Fifth Avenue, New York 16, N.Y. 
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This is Dur-o-wal 
the masonry wall reinforcement 
with the trussed design 


Don’t let your customers mislead themselves by the habit of calling all 
metal-rod reinforcements “‘durowal’’. Point out that patented trussed 
design. This distinguishes the real Dur-o-wal, insures the unmatched 
effectiveness which makes this by far the most widely wanted, most 
widely sold brand. Tell ’em, sell ’em, with these proved facts: 

Truss-designed Dur-o-wal increases the flexural strength of a masonry 
wall 71 to 261 per cent, depending on weight Dur-o-wal used, type of 
mortar, number of courses. According to a study by the Armour 
Research Foundation, Dur-o-wal tied walls outfunction brick-header 
tied walls. 

Write for Armour’s 44-page report. It’s a great sales tool for cus- 
tomers with a yen for facts and figures. 


DuUR-O-waL 


Masonry Wall Reinforcement and Rapid Control Joint 


RIGID BACKBONE OF STEEL FOR EVERY MASONRY WALL 


DUR-O-WAL MANUFACTURING PLANTS 
@ Dur-O-wal Div., Cedar Rapids Block Co., CEDAR RAPIDS, IA. @ Dur-O-wal of Ill., 260 S. Highland Ave., AURORA, ILL. 
@ Dur-O-wal Prod., Inc., Box 628, SYRACUSE, N. Y. @ Dur-O-wal Prod. of Ala., Inc., Box 5446, BIRMINGHAM, ALA. 
@ Dur-0-wal Div., Frontier Mfg. Co., Box 49, PHOENIX, ARIZ. @ Dur-O-waL of Colorado, 29th and Court St., PUEBLO, COLO. 
@ Dur-O-wal Prod., Inc., 4500 E. Lombard St., BALTIMORE,MD. @ Dur-O-wal Inc., 1678 Norwood Ave., TOLEDO, OHIO 
e Dur-O-wal of Minnesota, 2653 - 37th Ave., South, MINNEAPOLIS 6, MINNESOTA 
e Dur-O-waL Ltd., 789 Woodward Avenue, HAMILTON, ONTARIO, CANADA 


Circle No. 15 on Handy Cover Card 


Two engineered products that meet a need 
Dur-o-wal reinforcement, shown above, and Rapid 
Control Joint, below. This ready-made control 
structure flexes with the wall. Recommended by 
construction engineers especially for concrete block. 








Key to exceptional G-P fir plywood quality: other G-P products. Manufacture of lumber, 





hardboard, paper and chemicals allows Georgia-Pacific to allocate only the best suited logs 
to its plywood mills. Balance of timber harvest is readily utilized in other G-P products. In 
this way the quality of veneers for Georgia-Pacific fir plywood is kept consistently high. 


fir plywood is not all alike: 


GEORGIA-PACIFIC EMPHASIZES ‘“‘VITAL PLUS” IN FIR PLYWOOD 


World's largest producer underlines difference between “‘‘just plywood” and the quality product. 


Too long, all fir plywood has been considered 
pretty much alike, because most of it is made 
to the same industry-wide standards. How- 
ever, these standards are minimums— quality 
“floors.’’ Some plywoods are manufactured 
to those minimums, but Georgia-Pacific’s is 
manufactured consistently above. In today’s 
competitive market, it is imperative that both 
dealers and builders realize the wide differ- 
ences that exist among fir plywoods. Georgia- 
Pacific calls this difference the ‘‘vital plus.” 


Quality and service. The ‘‘vital plus” is a 
combination of a high quality, carefully-man- 
ufactured product and exceptional service. 
Georgia-Pacific can provide both because it 
owns billions of feet of prime timber, pro- 
duces many products other than plywood and 
has complete sales and distribution facilities 
throughout the United States. 


Timber ownership insures quality. Georgia- 
Pacific’s ownership of hundreds of thousands 


of acres of prime Douglas Fir contributes one 
“vital plus’ to G-P fir plywood quality. It al- 
lows G-P to select only the finest logs for its 
plywood mills. Veneer from such logs has 
straighter, finer grain, fewer knots and pitch 
pockets. Balance of timber harvest goes to 
other products where defects do not detract 
from the quality of the end product. 


Other products contribute to plywood 
quality. Oddly enough, the broad line of 
products manufactured by Georgia-Pacific— 
lumber, hardboard, pulp, paper and chemi- 
cals —does much to give G-P fir plywood its 
consistent quality. Besides allowing G-P to 
pick only its prime logs for plywood, it permits 
the use of only the best portion of each log. 
The balance is used for lumber or is ground 
up for hardboard, pulp, paper or chemicals. 
This flexibility of choice makes rigid quality 
control easier, keeps G-P plywood well above 
the minimum standard for any grade, 
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Machinery a ‘‘vital plus.” Georgia-Pacific 
constantly adds new machines to its 13 
giant plywood mills—machines that handle 
logs more gently, glue veneers more uni- 
formly, sand panels smoother and saw 
them true and square. The end product is 
a plywood of consistently-high quality. 


Superior service takes over. Extra service 
is part of the ‘‘vital plus’ too. The broad line 


of G-P plywood products permits the custom 
service to dealers of mixed car shipments 
containing sheathing... sanded, overlaid 
and textured plywoods... hardwood and a 
complete line of imported plywoods. 


Fast delivery from local stocks. Another 
“vital plus’’...a nation-wide network of 65 
distribution centers, stocked with a com- 
plete selection of plywood—different widths, 
lengths, thicknesses, grades, glue lines, 
species... sanded and unsanded, scarfed, 
cut-to-size. A day’s notice sends an order 
on its way to immediate delivery. This, 
then, is the plywood with the ‘‘vital plus’’— 
fir plywood from 
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GEORGIA-PACIFIC 


plywood « lumber * redwood « hardboard « pulp « paper * chemicals 


EQUITABLE BUILDING, PORTLAND 4, OREGON 





Mixed car shipments: ‘‘vital plus’’ in G-P dealer service. The 
broad line of G-P plywood products allows shipment of mixed 
cars containing plywood sheathing sanded, overlaid and 


textured plywoods...even hardwood and imported plywoods. 


Advanced machinery gives ‘‘vital plus’’ to G-P fir ply Fast delivery to dealers from broad stocks in local warehouses. 


wood. One spectacular example: air tongs instead in 65 distribution centers across the U.S., Georgia-Pacific 
of traditional tongs are used to lift logs, preventing maintains a complete selection of fir plywood—different 
damage that would lower plywood veneer quality widths, lengths, thicknesses, grades, glue lines, species. 
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Hardware. Store Business 


Satellite Stores 
and Yards 


NUMBER 2 IN A SERIES 


PLENTY OF PARKING is available in front of Williams Bros.’ 


new suburban store. Basement of 80’x60’ structure is used 
for storage. Lumber shed (77’x135’) is at rear. 


Branch Store Vies With Components 
For Dealer Growth 


ATLANTA 


LTHOUGH ANNUAL SALES volume already ex- 

ceeds $4 million, Williams Bros. Lumber Co. has tak- 
en three major steps to assure continued growth in this 
mushrooming metropolitan area. 
* To capitalize on the increasing use of building com- 
ponents, the 56-year old firm installed $45,000 worth of 
equipment in the basement of the main store to manu- 
facture prehung doors. Four men are kept busy at this job. 
* In addition, Williams Bros. has built a $35,000 plant 
near the yard, where roof trusses are being fabricated. 
Eight men regularly produce varying-span trusses of yel- 
low pine connected by Barbgrip plates. 
* Branch store. Perhaps the most important move by 
this “department store of building materials,” however, 
was construction of a satellite outlet in Chamblee. Located 
on a 4-acre fenced site atop a hill in the northern Atlanta 
suburb, the new yard maintains only limited inventory, but 


44 





Atlanta firm boasts one of the most diversified 
operations in the area—an example of DSC 
(Dealer Sales Control) in both builder and con- 


sumer markets. 


stocks are quickly replenished from the main yard 15 miles 
away in the southeast part of the city. 

The 5-man staff is supplemented by two additional men 
on weekends. Store hours are 7:30 to 5 with a noon closing 
on Saturday. 

Williams Bros.’ new store occupies all but a small storage 
part of the 80’x60’ one-story steel-frame brick structure 
in Chamblee. The merchandising area has ceiling-high front 
windows. Products are departmentalized on fixtures made 
by the company. 

“We tried to make our merchandising area as effective 
as possible,” said Howard Williams, store manager. “We 
are getting our share of business, even with cash-and-carry 
competition nearby.” 

Attached to the basement-level storage area of the main 
building is a 77’x135’ pole-frame storage shed. Two fork 
lift trucks move bulk materials about the two points for de- 
livery from a lower-level entryway. Walk-in trade can park 

(continued on page 46) 
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PAINT 1S the major profit item at the 
Chamblee branch. Salesman Dave Mc- 
Glaun, left, mixes a gallon of paint for 
a customer after color was chosen from 
swinging display panel atop gondola. 


STORE LAYOUT shows 
prominence’ given to 
paint and paint sundries 
in Williams Lumber Co.'s 
new homeowner satellite 
outlet. Also note ‘‘hot 
spot’’ area for seasonal 
items. 
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4 PICNIC rapces\ MOWERS & WHEEL BARROWS 
SA 


LEFT SIDE of show- 
room features 
paints, paneling and 
door displays. Wil- 
liams Bros. merchan- 
dises housewares 
and garden § sup- 
plies in center store 
area and sidewalk. 
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APPLIANCE BUILT-INS are featured as part of complete 
kitchen display in new Williams branch store in Atlanta. 





Satellite Store +2 
(begins on page 44) 





in front of the store. 

“Completion of these projects has made us the most 
diversified lumber operation in Georgia,” John Williams, 
company president, stated. “Although we haven't set a 
specific sales goal for the Chamblee store, we’re confident 
our improved service will more than offset the expense.” 

Newspaper advertising in the north suburban area pulled 
more than 9,000 persons into the new Williams Bros. out- 


TIERED HARDWARE GONDOLA (4’ x 8’) 
has catalog number or size of item, price 
and quantity shown on cards before 
each bin. 


let during the 3-day grand opening last April. A model-T 
Ford replica and a riding mower were first and second 
prizes among the more than $1,500 worth given away dur- 
ing the period. Many leader items helped send sales over 
$6,500 on the closing day. 

Williams Bros. began cutting operations in timberlands 
25 years ago and acquired a 10 million-foot stand of timber 
in 1945. Normally, 6 million bd. ft. of lumber is maintained 
in inventory and 25 million feet was sold last year. The 
company has 200 full-time employes in its diversified 
activities, which include manufacture of Key-Tox, a wood 
preservative, which it developed. 








PICKERING GOLD MEDAL LUMBER 


It’s from choice, big-bodied, high altitude-grown 
timber—soft and mellow-textured. Always well- 


manufactured and scientifically dried. 


PICKERING GOLD PLY PLYWOOD 


Made from selected logs. Produced with 


finest, up-to-date equipment. Quality control 


for DEPENDABLE 
VALUE 


YOU CAN'T BEAT 


PICKERING 


Gold Medal Lumber . . . Gold Ply Plywood 


program. DFPA grade stamped. 


SUGAR PINE, PONDEROSA 
WHITE FIR, INCENSE CEDAR 


Order your needs today in STRAIGHT CARS OR MIXED CARS 
with Gold Ply Plywood 








CORPORATION 
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DODGE REPORTS are individual building project 
reports. They’re mailed to you daily. You get REPORTS 
on just the types of building for which you carry mate- 
rials. They give you advance information on who's 
going to build what and where, in the area where you 
do business ... whom to see ... when bids are wanted 


F. W. Dodge Corporation, Construction News Division 
19 West 40th Street, New York 18, N. Y., Dept. BMM-101 


.. who’s bidding... who gets the awards which offer 
you opportunities to get orders. 

When you use DODGE REPORTS, you always 
know what’s coming up. You concentrate on business 
you know will be profitable. If you operate anywhere in 
the 37 Eastern states, you need DODGE REPORTS. 


F.w. DODGE 


Send me the book: ‘“‘How Material and Equipment Firms Get More Busi- 


ness in New Construction”, and let me see some typical Dodge Reports for =" ft 


my area. I am interested in the general markets checked below 


[] General Building 
[] Engineering Projects (Heavy Construction) 


[) House Construction 


Area 


CORPORATION 








¢ 


Dodge Reports 





HELP 





r 7 


Address 


BUILDING SUPPLY DEALERS 





City 


GET MORE BUSINESS 
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Hardware - Store Business 


SATELLITE STORES—No. 3 in a series 


This Branch Store Cut Sales Costs 
and Increased Turnover 
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Orders-Estimates Deliveries al 
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x 60’ SALES- 
ROOM for hardware 
and specialties in- 
cludes paint depart- 
ment. Building uses 
2x6 hemlock roof 
deck with 6” x 16” 
laminated beams. 


a 

CASHIER - INFOR - 
MATION AREA has 
counter for store 
transactions; win- 
dow (rear) for 
warehouse custom- 
ers and window (at 
right) for drive-up 
business. 


A-FRAMES 18’ high 
provide compact 
lumber storage in 
the 60’ x 100’ steel- 
framed warehouse. 


© Denver dealer analyzed the high cost of 
selling the handyman customer before he 
built his new showroom-warehouse with 
these features: self-service with store map 
showing location of every major product 
and department; fast-moving items up 
front; bulky products in connecting ware- 
house store; all-ourpose checkout win- 
dows for pedestrians and motorists; shal- 
low inventory, but fast reorder facilities. 


DENVER 

ESIGNED after a careful study of the cost of serving 

handyman customers, the new branch store opened 

by Economy Lumber and Hardware Co. has a single goal: 
maximum sales at minimum cost. 

“I have spent many years studying operational costs,” 
said president L. A. Stookesberry. “One of the highest 
costs is labor. We designed this branch store and ware- 
house to get maximum man-hour production.” 

The Stookesberry survey revealed that a $5 purchase by 
a homeowner took an average of 15 minutes of a clerk’s 
time at a labor cost of 45¢. 

“After we added this cost to our fixed overhead,” 
Stookesberry added, “it shocked us to see how profits 
were absorbed. That’s why we incorporated many time- 
saving devices in our new outlet.” 

Most demand items are stocked up front where they are 
easily accessible to customers and clerks. More packaged 
products were installed. For instance, nails were boxed in 
three sizes: 1 lb., 5 lb and 50 Ib. units. 

“We mounted representative samples of molding, grilles, 
shingles, lumber and other materials on swinging panels, 
enabling customers to make a selection without moving 
from one section to another,” Stookesberry said. 

“We also use the driveway and parking area to conserve 
space. Bulky items such as wire fencing, roofing and ce- 
ment are moved quickly to the customer’s vehicle.” 

Palletized items. All bulk items are palletized and fork- 
lifted to the warehouse each night. Aisles are cleared next 
morning, with some exceptions such as power mowers. 

“We placed the cashier’s counter where it could save 
time for everybody,” said Stookesberry. A cashier’s win- 
dow serves both the hardware section of the store and the 
driveway to handle driver customers. Another window 
opens to the warehouse to service walk-in customers car- 
rying small items. 

Improved inventory turnover, already noted, can be 


(continued on page 50) 





“‘We took a special survey—35% found us through the Yellow 
Pages,’’ says C. W. Stark, owner, New Brighton Lumber Co., New 
Brighton, Minn. ‘‘People don’t buy lumber every day, but when 
they do, they look in the Yellow Pages. That’s one reason why | feel 
that my directory advertising is a perfect supplement to my other 
advertising. Also, advertising in the Yellow Pages is the best way 
to acquaint newcomers in the area with our services.” 


Display ad (shown reduced) runs un- 

der LUMBER-RETAIL. Call the Yellow 

We = A : Pages man at your Bell Telephone 
- Display this emblem. It builds your business! Business Office to plan your program. 


ve NY 
* FOR FINE * 
BUILDING MATERIALS 
PLASTER BOARD HARDWARE 
INSULATION 
ROOFING 
Our Location Soves You Money 


PLANNING SERVICE 
Let Us Help You With Your Building Problems 


LUMBER CO. 
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(begins on page 48) 





eee 
_ 
“Ze = 


ee 


stats 


ECONOMY’S SIGN is changed twice weekly, featuring spe- 
cials. Front canopy extends 8’ over sidewalk. Side canopy 


ECONOMY’S SELF-SERVICE SHOPPING IS DESIGNED WITH YOU 
IN MIND... FAST SERVICE... EASE OF SHOPPING... AND LOW 
COMPETITIVE PRICES! 


For the first time in the Rocky Mountain Region you are able to 
shop for hardware and building materials in true SUPER MARKET 
FASHION ... everything under one big roof... all items individ 
vally priced (lumber, doors, roofing, etc.) and conveniently arranged 
so that you can serve yourself with a minimum of time and effort. 


Use This Store Map For Easy Location Of Items 


AFTER YOU HAVE SELECTED YOUR HARDWARE AND LUMBER 
ITEMS, TAKE THEM TO THE CASHIER’S CHECKOUT STAND. 
CADDIES WILL ASSIST YOU TO YOUR CAR (PLYWOOD, WALL- 
BOARD, DOORS, ETC., CAN BE PICKED UP BY THE CADDY). 


For added convenience, you may place your order by ‘phone or in 
person at the information center. Deliveries will all be made the 
following day. (Emergency same-day deliveries at nominal extra 
cost.) 
SAMPLE BOARD! You may inspect samples of our regular merchan- 
dise... ceiling tile, plywood paneling, roofing, insulation, and 
other items. 
Need Help—Planning—Materials ?? 
Ask any of the salesmen with o 
bedge or ask at the information 


Project Plans and ideas! 
We carry a complete selection of 
plan books plus free “Handyman” 


center. plans for the ‘*Do-lt-Yourselfer’’. 





Section 5 

Star Drills - Files - Torches 

Misc. Brackets - Abrasive Products 
Sandpaper & Misc. Abrasives 
House Numbers - Thresholds 
Weatherstrip 


MERCHANDISE LISTING 
OF HARDWARE ISLANDS 
Section | 
Electrical - Table Legs 
Power Tools - Adhesives 
Section 2 
Track & Shelf Hardware 
Both Fixtures - insecticides 
Sprinklers - Hose 


Section 6 

Magic Wood - Plastic Wood 

Wire Brushes - Paint Brushes 
and Rollers 

Picture Molding - Dowels 

Floor Paint- Floor Wax 


Section 3 
Nails - Hinges Screws - Bolts 


Section 7 


Cement Color - Putty 
Waterproofing- Roof Coating 


Section 4 
Cabinet Hardware - Door Hordwore 
Fasteners - Brads - Toggles 


Section 8 Paint Thinner- Patching Plaster Drywall Supplies 








STORE-WAREHOUSE FOLDER, partially reproduced above, in- 
cludes map. On other side of the map folder is application 


which covers displays of large, bulky items extends 10’. Park- 
ing area holds more than 40 cars. 
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If you have any questions... ASK THE MAN WITH THE BADGE I! 


coupon for dealer's revolving charge account. Eight store 


““sections’’ increase store efficiency. 
(continued on page 52) 
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Put 
MULE-HIDE 


protection 

all 
around 
the 


This home will be beautiful. It will be comfortable inside 
and fully protected from weather. It will have a complete 
outer wrap of famous Mule-Hide roofing, insulation and 
sidewalls, 

(@)A MULE-HIDE ROOF— Choose from a full line of colorful 
seal-down, lock-type and standard roofing shingles . . . the 
broadest line in the industry. Giant Roofmaster . . . Sol-Seal 
... Safe-Lox , .. and Fire-Chex (guaranteed for 25 years) 
with Underwriters’ Laboratories Class “A” Fire Safety 
Rating. 

(@)MULE-HIDE INSULATION — Spun mineral wool . . , in batts 
and blankets, A variety of widths, lengths, thicknesses. 
Keeps homes up to 15° cooler in summer — warm, draft- 
free in winter, 
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~ MULE-HIDE 
PRODUCTS 


‘NOT A KICK 
INA 
| MILLION FEET" 


R 


@)MULE-HIDE siDEWALLS — Ceramo . . . colorful, long-last- 
ing wood-grained sidewall shingles. Won't burn or rot — 
termites won’t touch ’em! And Styletex . . . the textured 
siding with the polymer plastic finish. Washes clean with 
detergent and water. Shingle and clapboard styles in a 
variety of colors, 

Be sure to check the advantages of Mule-Hide asbestos- 
cement boards and Mule-Hide foundation damp-proofing, 
too. 

This is protection from footing to ridge . . . total 
Mule-Hide protection and beauty for home exteriors. For 
information on these Mule-Hide building products, write: 
THE LEHON COMPANY éiscinnar’s 

CINCINNATI, OHIO 


Dept. BMM-1061 
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Dealers: Stock up 
and enjoy easy 
sales and big 
profits! 


wall SPACE 


ADD-ALIGN, BEAUTY-BLENDING SHELVES, STANDARDS, BRACKETS 


Soar to new heights of wall beauty. Explore new worlds of 
wall space. Only your imagination can limit the flexibility and 
individuality of wall decor with ‘‘Champion’’ color-cued dec- 
orator shelves and shelving materials. So versatile, so inex- 
pensive, so easy to do-it-yourshelf ! 

18” ADD-ALIGN SHELVES—Perfectly tailored to extend to 
any wall length. Edge curled and reversible. Gold-Dusted 
Ebony Black or Decorator’s White. 

12”-72” ADD-ALIGN STANDARDS—Dovetail flawlessly to 
any desired measure. 6 Decorator-cued colors. Side holes for 
window installations. Optional Solid Brass Ornamental Ends. 
6”-14”" BRACKETS—6 Harmonious colors. New Locking de- 
vice assures rigidity. 


CONTACT YOUR DISTRIBUTOR OR WRITE DIRECT TO: 


ggg Standand- Keil 


Hardware Mfg. Co. Inc. 
2581 Atlantic Ave., Brooklyn 7, New York 


SIGN TIES warehouse and showroom together. 
Doors, moldings, perforated hardboard, plywood, 
gypsum board and other bulky products are mer- 
chandised in the warehouse. 
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In Scottsdale— the “West's most Western Town” 
—12 miles northeast of downtown Phoenix. 

Arizona’s newest and finest year around hotel. 
180 luxurious rooms and suites—all with pri- 
vate sun deck, many have snackbar kitchens. 


Dining Room, Cocktail Lounge. Heated Swim- 
ming Pool. All sports and activities available. 


Excellent Meeting 
facilities for groups | 
up to 200. 


| EUROPEAN PLAN 


Write for Brochure 
| ROBERT FOEHL, Gen. Mgr. 


Scottsdale 
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credited to two factors: 

¢ The new outlet can keep minimum stocks on hand, 
but quickly deliver sizable orders from the nearby main 
yard. 

* The branch manager makes a twice-weekly inventory 
check and phones in his needs for delivery from the main 
store. 

“We don’t feel it is necessary to stock all dimension 
lengths in the new branch,” Stookesberry explained. 
“Lengths over 20’ are handled from the main store.” 

Ordering procedure. Every Monday morning Bob Con- 
der, branch manager, checks his inventory and phones in 
orders by noon. Materials are delivered next morning. He 
orders again on Thursday to be sure ample stocks are on 
hand for the weekend homeowner trade. 

Both the main store and branch have the same merchan- 
dise at the same price. The satellite store in south Denver is 
located four miles from the main store. 

Weekly newspaper ads and direct mail stress the how-to- 
do-it angle. Visitors to Economy’s self-service shopping 
center receive an informative brochure. On one side is a 
customer order form, also a credit application blank out- 
lining Economy’s revolving credit plan. On the other side 
is a store map showing the exact location of all major 
products and departments. Products are listed by numbered 
sections for fast self-service. 

“We must learn from the shopping center concept,” de- 
clared Stookesberry. “A good location plus self-service 
spells success.” 

Branch store personnel includes a manager, two sales- 
men and two warehousemen. 

More than 2,000 people visited the branch when it 
opened last spring. Door prizes worth $800 were given 
away, along with 65 dozen doughnuts, 2,000 balloons and 
30 gallons of coffee. 
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Hardware - Store Business 


_ means 
quality products- 


profitable sales 





Rental Tool Charges 
O.K. Lumber & Hdwe. Co. 


Minimum 
Charge 
EN TURIN Ss os ct 4. 0h alee Koad os OS 1 Se 


Large Polisher 

Small ~ 
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” %” Drill 

PRIOR LINE CAMUIBE 55 Ooo oy cw 8 once woe eo 

Re iis CN way Clade oe conte ek ee eae 25 
MUN Sng Gh ins tba ocean. SOW wal ee win ae The all-purpose gun tacker. Drives heavy 
staples 4” to %e” long. A man-size tool 
NE fon S sctaiis «in ugh eA. cw hae eal Sab -set 1.00 for a man-size job. 
IEE var tig 5:5 sis'0e o'cten b,os 301k 6 8% oma te in [eee 4.00 
Wheel Barrow Perse 1.00 
ENE 5-2 5 5.5% 5:0, dc sido & 9.6 bee ow prerelne Ress oe ont 75 
Pee EOIN So 5.5 > whe Rawls. Fx ee ol ee 50 
PPOUIAG BECO ARUIOE 60s levels calew sees 1.50perhr. . .9.00 
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tacker drives 44” and 6” staples, inter- 
changeable in the CT-859. For staples up 


I MS a secs Ahr ods aNets Stee. pos Pe a we CO eed oe 50 to %e", sell the HT-755. 


Extension Ladder 5 eee 1.50 
IE 5 S53) Rs eg e kw Skee cs 2 woke AS 2 3 ass 3 1.00 
te ED ONO oboe: \ ose da cw eee ee ee 

SPINE GS sh pc53 dnd waa phic RUA «ad ele eR ae Coe 
Plug i 50 
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In handy 1000 pack or in box of 5000. 
Easy to stock... easy to display... easy 
to sell. 











Rental Tool Department Helps 
Sell Home Improvement Jobs 


DENVER tools, the deposit should be enough 
ince about 55% of the volume to break even, even if they are not 
handled by O K. Lumber & Hard- returned. On larger tools, like a floor 

ware Co. goes into home improve-  S@Nder, we ask $25 deposit. 

ment projects, many of them do-it- Second, on small tools try and 

yourself, president O. K. Stookes- sell them the tool instead of renting it. 

berry decided to help customers by For example, a 79¢ trowel is an item 

providing a full stock of rental tools. a customer can use often and pur- 
“Although tool rental is an easy chase is actually a saving to him. 


7 ied ‘ ‘ “Finally, make complete rental 
way of drawing customers to your = records in front of the customer. This 
store, it can also be a headache unless 


, ; ar a makes him more conscious of the 
certain precautions are _ applied, 


value of the loan and helps avoid 

warns Stookesberry, who has a $2,- gi : 
; sha he ny sputes. ords am 
000 investment in rental tools, which isputes. Our records list the name, 


: address, telephone number, driver’s 
brings a return of $2,500 to $3,000. license number and the individual 


Here are Stookesberry’s rules for tools with rental costs. Finally, we oi si 
a successful rental service: enter the time of day taken and ask ia 


“First, demand a deposit. On small for the customer’s signature.” 


Counter diplays, wall signs and envelope 
stuffers to help you sell, rent or loan 
DUO-FAST Tackers. 

PLUS...the money saving Free Service 


Guarantee, available through a close-to- 
home DUO-FAST office. 


Write today for the complete dealer 
story and a tacker demonstration. 


FASTENER CORPORATION 
3710-02 River Road, Franklin Park, tll. 


DUO-FAST * DUO-FAST * DUO-FAST * DUO-.FAST * DUO-FAST * DUO-FAST * DUO-FAST * DUO-FAST * DUO-FAST * DUO-FAST * DUO-FAST * DUO-FAST * DUO-FAST * DUO-FAST * DUO-FAST 
DUO-FAST * DUO-FAST *« DUO-FAST * DUO.FAST * DUO-FAST « DUO-FAST * DUO-FAST * DUO-FAST * DUO-FAST * DUO-FAST * DUO-FAST * DUO-FAST * DUO-FAST « DUO-FAST * DUO-FAST 





Circle No, 23 on Handy Cover Card 
October 23, 1961, BUILDING MATERIALS MERCHANDISER (American Lumberman) 53 





songs ~AS ‘ > 


es 
L. Samer 


A am 
a 


if 


\ 


‘ ix spe 5a Er ar, pas en ; ; 
FLEXIBILITY IS FEATURED in Libertyville Lumber’s preassembled ‘‘Weekend Wonder’ Don Mercer, 
right, points out the many uses of the shell package to Jim McDermott. 


Promotes Multi-Purpose "Weekend Wonder’ 


Libertyville (Ill.) Lumber Co. introduces precut 
all-purpose structure featuring wall sections 
and roof trusses in two price categories. 


LIBERTYVILLE, ILL. 
EADING AN ARTICLE about a low-cost shell garage 
kit in the May 22nd issue of this magazine gave Don 
Mercer and Jim McDermott an idea. Manager and assistant 
of Libertyville Lumber Co., respectively, they thought a 
slight adaptation of the Progress Lumber Co., Redwood 
City, Calif., idea could ring the cash register bell for them. 
Don and Jim developed a list of materials for a multi- 
use precut frame building that they could sell in two sizes 
for either $279 or $389. The Libertyville Lumber preas- 
sembled “Weekend Wonder” can be erected in a short time 
by handymen for a garage, cabin, implement building, gen- 
eral storage building, construction field office or chicken 
house. Its flexibility permits addition of sections in length 
or width to make the building any size. 
Fair. First shown at the Lake County Fair, Libertyville 
YARDMAN UNLOADS CAR of clean, strapped lumber at Lumber’s preassembled shell package was the talk of the 
Libertyville with 2-ton capacity lift truck. Some of this stock fairgoers. Signs on the erected frame state: “Through these 
will be precut for the all-purpose buildings. portals pass the finest weekend builders—with our help” 
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and “You can put up this shell in one weekend.” Later the 
12’x22’ display was erected at the yard. 

Promotion. The Weekend Wonder is promoted through 
area weekly newspapers and by a flyer mailed throughout 
the area (see picture). It points out to do-it-yourselfers the 
flexibility of the $279 unit (a larger 22’x22’ model sells 
for $389). 

Package. Included in the shell package is a completely 
preassembled all-purpose building frame consisting of easy- 
to-erect wall sections and roof trusses. No cutting is neces- 
sary. Studs are placed 16” o.c. and 2x4 trusses of 4 in 12 
pitch provide 16” eaves and 12” gable overhang, are guar- 
anteed to assure perfect line. There is double-corner and 
top-plate construction and three slip head windows. 

Promotion is just now beginning to take hold and Mercer 
fully expects to sell a lot of packages before Christmas. Five 
had been sold within two months after the first display, only 
a month after advertising began. The flyer also indicates 
materials recommended for completing the shell package 
that Libertyville Lumber offers: 

Siding, corners, nails, insulation board, red cedar, ply- 
wood and batten, fascia and rake trim, prehung service door 
with lock and key, overhead sliding door with molding, 
stops, jamb and track, plywood for eaves and gable over- 
hang with ledger and nails. Full additions to the 12’x22’ 
package would cost $674 (for a total of $953) and for the 
22’x22’ model $956 (total $1,345). 


Lib erlyille Lumber Compan 


LUMBER MILLWORK & BUILDING PRODUCTS a 


Phone: EMpire 2.0600 


412 ™ PST STREET LIBERTYVILLE, LUINOIS 


A COMPLETELY PER-ASSEMBLED ALL-PURPOSE BUILDING FRAME — CONSISTING OF 
EASY-TO-ERECT WALL SECTIONS AND ROOF TRUSSES 


e No cutting necessary - completely pre-assembled sections 
e Fast, easy erection - Sets op ina few hours 

e 2x 4 trusses are lightweight - Assure perfeot line 

e 2x4 studs are placed on 16” centers 

e 4/12 gable roof - 16" eaves, 12" gable overhang 

@ Double corner construction and top plates 

e Three slip head windows 


© Use as garage, cabin, implement building, general storage 
building, construction field office, chicken house 


12’ x 22° WEEKEND WONDER $279.00 
22’ x 22' WEEKEND WONDER $389.00 





ADDITIONS FOR COMPLETING 
12 x 22 222 22 
1. Siding, corners and nails 


Insulite ; $145.00 $201.00 
Channel-Loo Cedar 142,00 197,00 
Dolly Varden Cedar 104,00 138,00 
Plywood and batten , 99,00 128,00 
2. Faoia and rake trio . 12,00 15,00 
3. Pre-hung service door with key, look . 32,00 32,00 


4. 6° x 7° Overhead Frantz Door with mitred 
miding. 1 x2 stops, jamb and 2 x6 track 73,00 146.00 


5. 210 1b. T. B. Shingles, felt and nails 47.00 73,00 


6. Plywood for eaves and gable overhang 


with 2x 2 ledger and nails 20,00 26,00 


PROMOTION FLIER for ‘‘Weekend Wonder" states 12’x22’ 
model sells for $279 kd; larger 22’x22’ unit retails for $389. 


flexbac * 


MASKING TAPE 


new packaging with 

consumer appeal 

for easier display 
and more im- 
pulse sales! 


CARBORUNDUM 








SPECIALIZED 
INSURANCE 
for LUMBERMEN 
SINCE 1912 


Write for our free booklet, You can get 

real dollar savings through safe lumber yard 
operations, which explains how costly unsafe 
practices can be and shows how our 

Safety Engineering department can save 
money for your lumber yard. Write Lumber 
insurance Department. 


Lumbermens (WU) (ayy 


a division of Chicago 40 
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“He didn’t own a scooter ’til he 
sold his business through that 
Building Materials Merchandiser 
classified ad” 


Whether you’re looking for a new job... 
a new man to fill an old job . . . want to 
buy or sell equipment, lumber, a business 
—you'll get results by using the classified 
pages of Building Materials Merchandiser! 


Building Materials Merchandiser 


59 E. MONROE ST. @ CHICAGO 3, ILLINOIS 
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Hardware Store Business 





New Sales Aids| 
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Everyone 


Millers Falls Treasure Hunt promo- 
tion just announced includes treasure 
chests with lock and keys, window ban- 
ners, streamers, coins, price tents and 
pennants. Promotional package is worth 
over $50 if purchased independently. 

Customers pick the lucky key, open 
the Treasure Chest and get a top-quality 
tool free. Even if they don’t pick the 
lucky key, they still win dollars off on 
tools. A co-op plan of advertising is 
available to dealers participating in the 
Treasure Hunt. Millers Falls. 
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Personalized Sign Display 


Six Suburbia personalized signs are 
mounted on a new display, 3’ wide x 
3’ high, designed for counter or floor 
use. Price of the complete unit is $9.75. 
Catalog showing name signs and decora- 
tive suburban delivery mailbox posts in 
the line is attached to display. 

No inventory is required. Shipment is 
made within 24 hours of receipt of order 
and shipping charges are assumed by 
manufacturer. If desired, sign can be 
billed to dealer and drop-shipped directly 
to a customer. Bennett-Ireland. 
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VisQueen Has a Five-Roll Rack 


A new five-roll rack holds up to 7,000 
square feet of VisQueen polyethylene 
film. It also has a handy cutting bar 
near its top to aid in slicing off desired 
lengths of film from the rolls. 

The rack is made of heavy-gauge wire. 
It stands about 34%’ wide, 2’ deep and 
5’ high. It is topped by a colorful metal 
sign mentioning various applications 
of the film. Do-it-yourself literature al- 
so is offered with each rack. Visking 
Company. 
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Sells Cabot’s Ping Pong Green 


An attractive six-pack display is de- 
signed to focus a customer’s attention 
on Cabot’s Ping Pong Green. The paint 
was specifically developed for table ten- 
nis playing surfaces, but lends _ itself 
equally well to other game tables, elec- 
tric train tables and shuffleboard courts. 

The flat, dark green is easy on the 
eyes, cuts reflections to a minimum, 
maker states. The new six-pack carton 
of Ping Pong Green contains 6 quarts 
and 6 pints. Samuel Cabot, Inc. 
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M-D Weather Strip Display 

A new Nu-Koil Weather Strip dis- 
play holds 24 rolls and is ready for use on 
counter or shelf. Each roll contains 17’ 
with nails and instructions sufficient for 
an average door or window and retails 
for $1.25 per roll. The strip is made of 
aluminum and a durable vinyl bulb. 
Do-it-yourselfers can easily install it in 
minutes using only a hammer and a 
pair of scissors. 

There is no charge for the new 24 
pack display, which has a dealer net 
cost of $18. Macklanburg-Duncan Co 
Circle No. 221 on Handy Cover Card 
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Now you can prefab 
——— without 
costly equipment 
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Durasan Merchandiser 


A new counter or wail-hung merchan- 
diser calls attention to the merits of 
Gold Bond Durasan. The vinyl-surfaced 
gypsum wallboard is available in large 
4’-wide panels, which have a richly tex- 
tured finish and are available in 5 col- 
ors. Edges of each panel are beveled to 
form attractive panel joinings. 

Durasan cuts with ease. It can be ce- 
mented to existing walls or nailed to new iii a ie Na 
framing. It’s an ideal item for sale to do- 
it-yourselfers or contractors. National 


i with ready-to-use components 
pre-cut to your order 


Save Money - Space - Time 


@ 100% Use of Material, No Waste @ Steel-Strapped Unitized Loads 
@ 100% Control of Inventory @ 30-day Guaranteed Shipment 


@ 100% Control of Material and @ Double Output with Same Space 
Cutting Costs 


A new Christmas sleigh is especially Wood Components, Box 308, Eugene, Oregon 
regal ox vou har caw 99 aaiee Please rush me full details on how | can save space, time and money in prefabrication 
The display, which is a_ self-shipper, a 
carries five each of 12 different 99¢ 
tools skin-packed and decorated with 
festive Christmas stickers easily removed 
after the holiday. 

Total Rage value of the sleigh dis- 
play is $59.40; dealer cost, $39.60. Ox- ' 
wall also has 32 Christmas packaged (City) (Zone) (State) 
pent Tool — in open stock. Ox- WOOD COMPONENTS Division of Parr-Thomas Lumber Company, Eugene, Oregon 
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Hardware - Store Business 


New Literature 


Time-Saving Card—-See Back Cover 


DAP Sealers. “Seal Up and Save with 
DAP” is the title of a new folder telling 
homemakers where and how to use DAP 
Putties and Glazing-Caulking-Sealing 
products. The give-away folder is avail- 
able to dealers free of charge. DAP, Inc. 
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Figures. A colorful catalog fully de- 

of life-like molded Yatex composition 

Christmas display figures for indoor and outdoor use. 

Among the many items shown are a nativity scene, church 

choir loft with three choir singers, miniature musical choir 

singer set, Santa and reindeer. Artistic Latex Form Co. 
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Christmas Display 
picts a wide range 


Electric Pallet Truck. A new eight-page bulletin details the 
advantages of the Powrworker 30, a 3,000-pound capacity 
walkie-type electric pallet truck. Unit can work in trailers and 
trucks, on crowded shipping docks and in congested areas. 
Complete specifications on the truck and a self-contained 
battery charger unit are described and illustrated. Indus- 
trial Truck Div., Clark Equipment Co. 

Circle No. 228 on Handy Cover Card 


Weather Stripping. A bulletin contains samples of a new 
Schlegel weave of weather stripping. It fully describes product 
improvements incorporated into’ the R-Bond series of woven 
wool pile weather stripping. For easy reference, the bulletin 
includes a list of the new part numbers together with a cor- 
responding list of the discontinued numbers which they re- 
place. Schlegel Mfg. Co. 
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Bifold Door Hardware. A new two-color envelope stuffer 
contains four suggested uses for fashionable bifold doors as 
well as outlining the types of McKinney hardware available 
for each application. The 6144” x 3%” folder is printed in 
green and black and contains space for a dealer’s imprint. 
McKinney Mfg. Co. 
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Wrought Iron Railings. Ajust-A-Rail Co. announces a 
pictorial booklet designed to make selling Ajust-A-Rail easy 
if you'll spend just a few minutes to read it. Advantages 
of both the railings and columns in the line are clearly pre- 
sented along with a complete listing of promotional aids 
available. Ajust-A-Rail Co. 
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Door Chimes. A new catalog, entitled “Troubador Chimes,” 
contains full-color illustrations, descriptions and specifications 
of the many models and accessories available in the new 
highly-styled Miami-Carey line. Chimes are offered in models 
of from two to eight notes; in modern, early American and 
contemporary styles: in types for one, two or three doors. 
Miami Cabinet Div., The Philip Carey Mfg. Co. 
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One-Piece Nail-Anchors. How to save time fastening fix- 
tures to all kinds of masonry with one-piece nail-anchors is ex- 
plained in a new descriptive folder. The Nailin anchor, 
described in the folder, is available in both aluminum and 
steel and produced in sizes from 3/16” x %” to 4” x 1%”. 
Photographs and drawings help to explain the simple installa- 
tion instructions. The Rawlplug Co. 
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Gluing and Wood Finishing. A “Professional Gluing and 
Wood Finishing Guide” discusses the more popular wood 
finishes, classes into which they fall, shows examples of finish 
effects along with a useful how-to chart. The merits of a new 
U. S. Plywood finish that produces a beautiful Danish-type 
oil finish are fully discussed. Details on how to apply glue 
and the necessary pressure are included in the guide. U. 
Plywood Corp. 
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New Equipment 


Truss Plate Nailer 


Molding Cutting Machine 


A new compact wood molding 
cutting machine is called Mighty 
Moulder. Designed for use in lumber- 
yards, it has quick changeover time 
of about 10 minutes between jobs. 
Cutter is easy to maintain. Measure- 
ments are: 42” high, 21” wide and 
32” long. Weight is 400 Ibs. Price 
from Yeoman Engineering, Inc., Dept. 
BMM, 1385 Etna Ave., Huntington, 
Ind 
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New Fork Lift Series 

Three new gas-powered pneumatic- 
tired fork lift trucks have 6,000, 7,000 
and 8,000-lb. capacities. Clarklifts CFY 
60 (pictured), CFY 70 and CFY 80 are 
designed for outside handling on unpaved 
yards. Fully-synchronized friction clutch 
transmission permits shifting from for- 
ward to reverse without coming to a 
complete stop. Hydraulic spot disc brakes 
smoothly halt the 74 hp. 6-cylinder-en- 
gined models. Details from Industrial 
Truck Div., Clark Equipment Co., Dept. 
BMM, Battle Creek, Mich. 
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Time-Saving Card—See Back Cover 
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A new 1%” T-nail for metal gusset 
plates has been developed along with a 
heavy-duty portable nailing machine to 
drive it. No pre-drilling is necessary be- 
cause the shank of the nail is extra thick 
to drive through the plate. The head is 
reinforced to prevent shearing off or 
pivoting. The nailer, along with a jig and 
roller, enables the dealer to go into roof 
truss manufacturing with only a small 
investment, the maker says. Details from 
Spotnails, Inc., Dept. BMM, 1100 Hicks 
Rd., Rolling Meadows, IIl. 
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E. L. Bruce Merges 
With Empire National 

Mempuis—Shareholders of Em- 
pire National Corp. and E.L. Bruce 
Co. have approved a plan to merge 
the two companies, with the surviv- 
ing firm to be known as E.L.Bruce 
Co., Inc. 

This ended a four-year effort by 
EN and its major stockholders, Harry 
Gilbert, chairman, and Edward M. 
Gilbert, president, to take over Bruce. 
EN owned 82% of Bruce’s outstand- 
ing stock at the time of the merger. 

Legal battle. C. Arthur Bruce, 
chairman of Bruce, was_ recently 
turned down in a court effort to sty- 
mie the merger. After the approving 
vote, Bruce said he intended to press 
his legal fight “to preserve the E. L. 
Bruce Co.” He said the terms of the 
agreement “grossly undervalues” Bruce 
stock. 

However, his brother Edwin, presi- 
dent of Bruce, favored the merger. 
He will become chairman of the 
new E.L. Bruce Co. Harry Gilbert 
will be chairman of the executive 
committee and Edward M. Gilbert 
will be president. 

Empire is a holding company and 
Bruce makes hardwood flooring and 
other wood products. E. M. Gilbert 
said consolidated sales for this year 
will surpass $40 million. 


Insulite Adds to 
Manufacturing Facilities 


MINNEAPOLIS—Additional facilities 
for the manufacture of Insulite 
primed siding and..related building 
products are in operation at the In- 
ternational Falls plant of Minnesota 
and Ontario Paper Co. 

Robert Faegre, Mando president, 
said that completion of the two-year, 
multi-million dollar capital project 
will double primed siding production 
capacity without reducing the output 
of lower density Insulite insulation 
board products such as_ structural 
sheathing, building boards, roof deck, 
roof insulation and decorative and 
acoustical tiles. 


WPA To Add Stress Tables 
In Lumber Grading Rules 


PORTLAND, ORE.—Lumber marked 
“MC 15,” metered at the mill 
at 15% or less in moisture content 
and therefore earning additional 
stress values, is expected to become 
commonplace soon. The Western 
Pine Assn. will incorporate stress 
tables into WPA grading rules. 

The move increases utilization of 
the product by identifying seasoned 
materials which possess greater stiff- 
ness and strength, permitting length- 
ened allowable spans in construction. 
WPA said seasoned lumber is “the 
practical answer” to most dimen- 
sional stability requirements. 

WPA research engineers developed 

a “Stress-o-matic” machine to qualify 
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lumber for stress jobs with scientific 
precision. It is designed for low-cost 
installation in mills. A sealed stamping 
mechanism checked periodically by 
inspectors would apply the proper 
grade stamp. It can rate lumber at 
200 lin. ft. each minute and the 
wood’s strength values will be put to 
use fully with complete assurance of 
accuracy, researchers said. 


New Company Formed to Build, 
Equip Family Fallout Shelters 


PHILADELPHIA—Family — Fallout 
Shelters, Inc. is the name of a new 
company formed to build, equip and 
sell fallout shelters for the home, ac- 
cording to Edward M. Yanis, presi- 
dent. 


Statement required by the Act of August 
24, 1912, as amended by the Acts of March 
3, 1933, July 2, 1946 and June 11, 1960 (74 
Stat. 208) showing the ownership, manage- 
ment and circuiation of Building Materials 
Merchandiser, published every other week 
at Chicago, Illinois, for October 9, 1961. 

1. The names and addresses of the pub- 
lisher, editor and general manager are: 

Publisher, Herbert A. Vance, Chicago, IIl. 

Editor, Wesley W. Wise. 

General Manager, Joseph O'Neil, Jr. 

2. The owner is: 

Vance Publishing Corporation, (a corpora- 
tion) 59 Monroe St., hicago. 3, Ill. 
Whose stockholders are: 

Herbert A. Vance, 59 E. Monroe St., Chi- 
cago, Ill. 

Arnold E. Monetti, 
New York, N. Y. 

3. The known _ bondholders, mortgagees, 
and other security holders owning or hold- 
ing 1 percent or more of total amount of 
bonds, mortgages or other securities are: 
None. 

4. Paragraphs 2 and 3 include, in cases 
where the Stockholder or security holder 
appears upon the books of the company as 
trustee or in any other fiduciary relation, 
the name of the person or corporation for 
whom such trustee is acting; also the state- 
ments in the two paragraphs show the af- 
fiant’s full knowledge and belief as to the 
circumstances and conditions under which 
stockholders and aye! holders who do 
not appear upon the books of the company 
as trustees, hold stock and securities in a 
capacity other than that of a bona fide 
owner. 

5. The average number of copies of each 
issue of this publication sold or distributed, 
through the mails or otherwise, to paid 
subscribers during the 12 months preceding 
the date shown above was: (This informa- 
tion is required by the act of June 11, 1960 
to be included in all ‘greece regardless 
of frequency of issue.) 26,988 

HERBERT BL eng 


20 Exchange Place, 


blisher 
Sworn to and subscribed before me this 
21st day of September, 1961. . 
Cc. M. LYNN 
Notary Public. 
(Seal.) 


NAHB-FHA Set ‘Profit in 
New Housing Law’ Confabs 
WASHINGTON—AII building mate- 
rials dealers, builders, realtors and 
lenders are being urged to attend 
“Doorway-to-Dollars” meetings in 75 
key U.S. cities between Nov. 6-18. 
Sponsored by the National Assn. of 
Home Builders, the series will feature 
Federal Housing Administration of- 
ficials who will cover new rules, reg- 
ulations, procedures and requirements 
of the new 1961 housing act. Time 
and place of each all-day conference 
covering home financing and special 
housing programs will be announced 
by the HBA president in a city having 
an FHA insuring office. 








e Versatile 
e Low-Cost 
e Matching 
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MOULDINGS 
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Satin smooth hardwood 
moulding, in 12 patterns 
and matching jambs 


SS 


Excellent workability 


bes. 


Blond color permits 
staining, either light 
or dark, to match all 


hardwoods 


Fast shipment on large 


or small orders 


Send for free 
samples, today ! 


Virola lelelmalire 
COMPANY OF AMERICA 


210 EAST MONUMENT STREET 
BALTIMORE 2, MARYLAND 
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MANUFACTURERS 


Since 1879 





EXCHANGE SAWMILLS SaLes Co. 


SOUTHERN and WESTERN WOODS 


Yoncalla Lumber Co. 
Douglas County, Oregon 


928 Grand Ave.—Room 1400 
Kansas City 6, Mo. rwx xc-as« 


DISTRIBUTORS 


Representing: 
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Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 


1 Time—30c per word for each insertion. 
Minimum charge of $1.50 per line. 


3 Times—25c per word for each consecutive 
Insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission of cash discount 


sllowed. 


All ads for classified section must be in Pub- 
lisher’s office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
ewed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


BUILDING MATERIALS MERCHANDISER 
59 East Monroe St., Chicago 3, fil. 


Phone Fi 6-7788 





| HELP WANTED 





Large, well-established wholesaler desires 
to expand Ohio operations. Have a 
for aggressive salesmen experienced 
ong to dealers and wood-working in- 
dustrials. Excellent opportunity. Have sev- 
eral territories open. plies held confiden- 
tial. Address Box R-46 Building Materials 
Merchandiser. 





SITUATION WANTED 








SALES REPRESENTATIVE 
WANTED 











Representatives needed to sell truss connector 
plates and truss building machines to lum- 
ber yards, building supply dealers and pre- 
fab home manufacturers. Many lucrative 
territories still available. Address Box R-52 
Building Materials Merchandiser. 





MANUFACTURERS’ REPRESENTATIVES 


Choice territories available for 
line of fast selling moderate price 
folding doors. See us at NRLDA 
Chicago Show, Booth 604 or con- 
tact American Door Co., 318 E 
Colfax, South Bend 22, Indiana 





Manufacturer of ornamental iron, foundation 

vents, thresholds, sliding and folding door 

hardware and weatherstripping requires rep- 

resentation in states east of the Mississippi 

Witten Metal Products, Box 35, Gastonia, 
 & 





BUSINESS WANTED 











Two Aggressive, Experienced Retail Lum- 
bermen, now employed in management, de- 
sire to purchase small yard in good market 
area. Have down payment and desire terms. 
Address Box R-51 Building Materials Mer- 
chandiser. 





BUSINESS FOR SALE | 








Building material business in Virginia 
Ample warehouse and yard space. About 
fifteen thousand will cover stock. Will sell 
or lease land and building. Address R-39 
Building Materials Merchandiser. 





Live and a sroemer in central California. Long 
establish lumber and building materials 
firm. Small city centering rich agricultural 
region. Two banks. Substantial wealth per 
capita. Good business and facilities. Low 
cost operation. Thirty minutes from state 
capitol. Fifteen from university. Sound fu- 
ture. Inventory at market. Terms or lease 
on property. Address Box R-44 Building 
Materials Merchandiser. 





Can you use 

12 YEARS’ EXPERIENCE 
in mill representation and all phases of 
Lumber Wholesaling, including warehouse 
management? Desire position with mill or 
tumber wholesaler. Will relocate. Reply to: 
yt J. Hecht, 4484 Keeler Dr., Columbus 
13, io. 





Young Executive Available. College graduate 
Over 15 years’ retail and wholesale experi- 
ence in lumber, millwork and building ma- 
terials. Seeking management type job. Will 
relocate. Address Box R-53 Building Ma- 
terials Merchandiser. 





Experienced Lumber and Building Material 
warehouse Manager and Buyer desires po- 
sition with Line Yard or Cash and Carry 
Retailer. Presently employed. Will relocate 
a Box R-50 Building Materials Merchan- 
ser 





LUMBER FOR SALE | 





Let us quote delivered prices 
FARM FENCING CYPRESS 


Tidewater Red or Deep Swamp Yellow 
1x6, 1x8, 1x10, 1x12 
Heavy 12’, 14’, 16’ lengths 


JAMES E. STARK CO., INC. JA7-5396 
P. O. Box 142, Memphis, Tenn. 


60 


Central Illinois Building Material Yard. 
Owner retiring. Established reputation. Large 
market. Terms. Will sell or lease land and 
buildings. Address Box R-54 Building Ma- 
terials Merchandiser. 





MISCELLANEOUS FOR SALE 











CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO 
119 North Fourth Street 
Minneapolis 1, Minn. 





ADVERTISING YARDSTICKS 
Keep your business name, message and ad- 
dress before your customers and prospects 
every day with one of the world’s best ad- 
vertising specialties. Cost is nominal—still 
around a nickel. GENSCO, P. O. Box 2006, 
Chattanooga 9, Tenn. 





FOR SALE 
1-24” direct drive Powermatic Planer with 
blade sharpener. 15 horsepower, 3 phase 
motor. Cannot be told from new. Price 
$1935.00 (original cost $3100.00) F.O.B. Mun- 
ster, Indiana. Munster Lumber Company, 
TEmple 6-8600. 


MISCELLANEOUS FOR SALE 











CHAIN LINK FENCE. Direct from factory 
to you. Wires, posts, rails, fittings. Will ship 
wire or any accessory separately. Write con- 
cerning dealership in your area. Ship any- 
where. Contact: TE 3-7587, B. W. Kemp. 
944 Main St., Beaumont, Tex. 





OVERHEAD TAPE BALANCES (E.R.) 
700 Pes. 34, 4%, 52, 7% 
in original cartons. 30¢ ea. 


Security Home Supply 
1337 King Highway, Kalamazoo, Michigan 





CREDIT PROBLEMS 











? CREDIT PROBLEMS ? 
Why don’t you, as building material sup- 
pliers, form an association to protect your- 
selves? These associations are working. They 
aren't guess-work. A concise course explains 
qualifications you will need in a manager 
and explains how to organize and operate it. 
The course, in fact, is directed at the man 
you'd choose. For information write: Spe- 
oe Credit Service, Box 3927, Sarasota. 
orida. 





S&L Mortgage Rates Dip 


WASHINGTON—A_ Federal Home 
Loan Bank Board survey of 187 large 
savings and loan associations showed 
a decline in mortgage interest rates 
in September. FHLBB said the aver- 
age rate on home mortgages dropped 
to 5.99% from 6.03%. April’s aver- 
age rate was 6.14. 








12-PAGE 
TRUSS 
REPRINT 


Now available is a special 12- 
page reprint discussing all phases 
of truss fabrication for residen- 
tial construction. 


Titled “Truss Making Makes 
Sense,” this reprint is the most 
complete, most up-to-date job of 
reporting available on the sub- 
ject. 


Single copies 25¢ 


must pany order 





QUANTITY PRICES ON REQUEST 


BUILDING MATERIALS Merchandiser 


59 E. Monroe St., 
Chicago 3, Il. 
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Building Materials 
Merchandiser 


How’s Business”? 


Building Materials Dealer Sales Pulse 


Marketing Regions 


Zone 9 
Pacific 


Zone 8 
Mountain 


Zone 7 
West South 
Central 


Zone 6 
West North 
Central 


Zone 5 
East South 
Central 


Zone 4 
East North 
Central 


Zone 1 Zone 2 Zone 3 
North Middle South 
Atlantic Atlantic Atlantic 


Sales: September '6) vs 
— 5% +-12% 
Sales: 
—10% +- 8% 
Accounts receivable 
September 30, ‘61 vs 
September 30, '60 
inventory: September 30, °61 
vs. September — 7% 
Next quarter's sales 
estimate 
September weather Good 


— 5% 


Construction was begun on 129,200 housing units in August 
compared with 127,900 in July and 135,100 in August, 1960, 
according to the Commerce Dept. On a seasonally-adjusted 
annual basis August privately-owned starts were 1,317,000 
units, down 2% from the revised rate of 1,338,000 in July. 


Wholesale Commodity prices were 118.6 of the 1947-49 rate 
at the end of September, down from 119.2 last year. The 


— 3% +15% 


— 5% + 2% 


+ 12° 


consumer price index for all items was 128 at the end of 
August. 


Housing starts this year still promise to rise about 5% from 
1,252,000 last year to 1,350,000, Joseph A. Grazier, presi 
dent, American Radiator & Standard Sanitary Corp. predicted 
He said the 1961 housing law has already helped the com- 
pany’s business and “it will have a greater impact next year.” 





MEN /n the news 


* Robert W. Glucek has been ap- 
pointed executive vice president and 
general manager of the Northwest 
Door & Plywood Sales, Inc., Tacoma. 


* Joseph H. Schmidt, Jr. has been 
named general sales manager of the 
consumer products division, The Black 
and Decker Manufacturing Co., Tow- 
yon, Ma. 


* John Lesser has been appointed 
to a newly created post of assistant 
sales promotion manager at United 
States Plywood Corp. 


* Laurence D. (Larry) De Trude, in 
his appointment as marketing special- 
ist for Insulite division of Minnesota 
and Ontario Paper Co., will specialize 
in the marketing of Insulite structural 
huilding products under the company’s 
dealer-jobber sales program. 


* R. O. Hedrick has rejoined South 
Atlantic Lumber Co., Greensboro, N 
C., in an executive capacity. 


* Julian N. Cheatham, vice president 
for lumber sales and export of Geor- 
gia-Pacific Corp., was elected presi- 


dent of the California Redwood Assn. 
at the annual association board of 
directors meeting Sept. 11. 


* John J. Dorwin was recently ap- 
pointed vice president and general 
sales manager of Lull Engineering Co.., 
Inc., St. Paul. 


* James H. Thrash, former Mississip- 
pi wholesale lumber dealer, has been 
named yellow pine sales manager of 
E. L. Bruce Co., Memphis. 


* John L. Poellot has been appointed 
sales manager of the weatherstrip di- 
vision of National Metal Products 
Co., Pittsburgh. 


* V. A. Snow, Jr., D. J. Moriarty 
and Robert Westervelt were elected 
vice presidents and E. M. Craft, Jr., 
executive vice president, was elected 
vice chairman of Van Camp Hara- 
ware & Iron Co., Indianapolis. 


- S. G. Richmond was named treas- 
urer of E. J. Longyear Co., Min- 
neapolis drill bit maker. 


* Carroll F. Jacob was named vice 
president-marketing of Sandura Co.., 
Philadelphia floor coverings maker. 


* Edward R. Heck has been appoint- 
ed national sales director for the Rear- 
don Co., St. Louis, Mo. 
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What's the 
Price? 


Orders of Western Pine Assn. members during the last week 
in September totaled 86 million bd. ft. compared with 79.4 
million the previous week and 88.8 million the same week 
last year. 

In mid-September 80 mills reporting to Southern Pine Assn. 
had orders of 69.9 million bd. ft. and shipments of 23.1 
million ft. 

Freight carloadings for the week ending Sept. 23 totaled 606,- 
000 cars, 3.1% higher than the like 1958 month, but down 
2% from the like week last year. So far this year rail freight 
volume trails 1960 by 9.7% and 1959 by 10.5%. 

Construction contracts awarded in August climbed 8 over 
August, 1960, setting a new high for the month, the F. W. 
Dodge Co. reported. Awards in August were at the highest 
monthly rate, after seasonal-adjustment, since last December 
when the record for any month was set. 

Heavy engineering awards in August rose 26% from 1960 
and residential building contracts, mainly apartments, increased 
11%. This more than offset an 8% drop in non-residential proj- 
ects, Dodge said. 


Building Materials 
Merchandiser 


Current Retail Price Range 


Retail prices to typicel one-howse con- 
tractors, besed on reports from leading 
dealers received every two weeks by 
Building Materials Merchandiser 


LUMBER 


Douglas fir: 
Dimension: 
Std. & Bir. R/L 2x4 green 
Std. & Btr, R/L 2x4 dry 
Std. & Bir. R/L 2x10 green 
Std. & Btr. R/L 2x10 dry 
W. Coast Hemlock, White Fir 
Dimension: 
Sed. & Ber. R/L 2x4 dry 
Std. & Btr. R/L 2x10 dry 
Western Pine 
Boords: 
Mo. 2 & Btr. R/L 1x8 dry S45, shiplap 
No. 3 & Bir. R/L 1x8 dry S45, shiplep 
Southern Pine 
Dimension: 
Ne. 2 & Btr. R/L 2x4 dry 
No. 2& Bir. R/L 2x10 dry 
Boards: 
Mo. 2 & Bir. R/L 1x8 dry S45 or 
D&M or shiplep, dry 
Hardwood Flooring 
Select eck 25/32" x 2" plein sewed 


No. 1 Com. ook 25/32" x 2'4" pl. sew. 


Interior Softwood Paneling 
Ne. 2 ponderosa pine R/W 
Wood Siding 
Redwood clear all heart bevel siding 
3/4" x 10” 
“A” cedar bevel siding 3/4" x 10” 
Wood Shingles 
Ceder shingles 5/2 No. 1 16” - 5X 


Zone 1 
North 
Atlantic 


Low High 


Zone 2 
Middle 
Atlantic 


Lew High 


120.+ 160. 
130.+ 140. 
127. 165. 
135. 140. 


110. 150. 
110, 155. 


140. = 280. 
125.. 240. 


110. 120, 
110. 125. 


110. 160. 


235. 327. 
205.+ 287. 


180.+ 265. 


245.+ 330. 
245.+ 315. 


12.25 29.40* 


Zone 3 
South 
Atlantic 


Low High 


Zone 4 
East North 
Central 


Low High 


135. 145. 


257.50 + 300. 
193.+ 289. 


170.+ 250. 


258. 320. 
234.+ 310. 


15. 22. 


Zone 5 
East South 
Central 


Low High 











Zone 6 
West North 
Central 


Low 


Zone 7 
West South 
Central 


Low High 


Zone 8 


Mountain 


Low High 


100. 165.* 
108. 175.* 


100. 165. 
105. 181, 


109. = 150. 
105. = 166. 


159.+ 250. 
100.+ 195. 


145. 


145. 376.50 
240. 30. 


135. 225. 


245. 342. 
225. 310. 


14.30+ 21.50 


Zone 9 
Pacific 
Coast 


Low High 





PLYWOOD 


Fir, 1/4" DFPA-AD interior glue 
Fir, 1/4" DFPA-AC exterior glue 
Fir, 3/8" DFPA-CD sheothing int. glue 
Fir, 1/2" DFPA-CD sheathing int. glee 
Fir, 5/8" DFPA-CD sheothing int. glue 


99.+ 150. 
Wh+ 170. 
88. 160. 
115. 200. 
133,.+ 230. 





MILLWORK 

Phil. mahogeny (Lavon) flush door 
1-3/8" 24368 

Birch flush door 1-3/8" 24x6-8 

Dowble-hung window 2-4x4-4, setup, 
glezed, weatherstripped, bolenced 


7.02 9.90 
945 12.50 


15.25+ 30. 


71.17 9.% 
10.80 13.22 


17.22 245 





BUILDING MATERIALS 


Outside white point, first grade 

8d commen steel! nails, U.S. made 
Min. wool iaseletion, tull-thick bet? 
Ceiling Tile 12” x 12” 

1/2" laseleting building board 
25/32" lnsuleting shecthing 

3/8” gypsem wallboard 

1/8" tempered herdboord 

215% thick butt asphalt shingles 


*Price rise + Price decline 


62 
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138. + 
50. 70. 

105. = -:139.* 

8.40 13.50 


169.50 
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For Built-in Shelving. No. 255 Standard (24” to 
144” lengths, 4” adjustment). No. 256 Support (%” 
long, %s” wide). Nickel, zinc or bronze finish. 





For Open Wall Shelving. No. 80 Standard (18” to 1 th 
180 Brackets (4” to 20” lengths). Satin anochrome, brass or 


NEW 
. 
PRE SIDENT 





K-V SHELF HARDWARE 


easily installed, easily adjusted, /asts a lifetime! 


The modern, convenient way to add needed shelving or desirable 
decorative effects. Handsome and sturdy, remarkably low-cost. 
Easy to install and adjust, lasts the lifetime of the house. Always 
keeps shelves straight, strong, sag-free. Available in a range of 
sizes to meet most specifications. Ask your K-V sales representa- 
tive about K-V hardware and fixtures — or send for our catalog. 


KNAPE & VOGT 
MANUFACTURING Co. "4 


Grand Rapids, Michigan 


HARDWARE 


Manufacturers of a complete line of quality drawer slides, sliding and folding door hardware, closet and kitchen fixtures and Handy Hooks for perforated board. 


Circle No. 29 on Handy Cover Card 
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Established 1924 
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